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Executive Time Out
Publisher William J. Anthony Dies at 75
The Inland Empire Business Journal is saddened to announce that
its publisher, William J. Anthony, has died on Aug. 12, 2014 of res-
piratory failure. Even though he suffered from three years of kidney
failure and other illnesses, he persevered and never gave up.  He
fought the hard fight and made the final deadline.
Every life has a story to tell, but sometimes it is difficult telling
that story in the same Journal where he was publisher for the past 25
years. Along with his wife, Ingrid, Bill founded the Inland Empire
Business Journal in 1989 as a monthly magazine covering business
news in the Inland
Empire (San
Bernardino and
Riverside Counties).
Associates say
Anthony was always
quick to point out how
crazy everyone
thought he was when
he began the Journal.
At the 2012 cere-
mony when Cal State
San Bernardino’s
library archived every
issue of the IEBJ, Bill
explained, “Back
when Ingrid and I
started in 1989, every-
one told me, ‘Bill,
there isn’t any busi-
ness in the Inland
Empire except dairy
farms and military bases.’ But we ignored them and saw the banks
and developers investing in this area and knew it was only a matter
of time before the region took off.”
Shortly after the first issue of the Journal, Bill and his wife pro-
duced several business conferences. The most famous was the
Women and Business Expo that began in 1990 and lasted until 2007.
Such celebrities and notables as Naomi Judd, Erin Brockovich, Patty
Duke, Debbie Reynolds, Maureen Reagan, Marcia Clark, and many,
many others addressed the expo bringing some enjoyment and
enlightenment to those in attendance.  Other conferences included the
Inland Empire Economic Forecast Conference and Future 2000.
In 1994, he started the Inland Empire TV News, a daily 30-
minute news program that first began airing on the local Comcast
public service station. Eventually, Anthony struck a deal to air the
news on KPXN, Channel 38, which would become part of the new
PAX TV network.
Bill Anthony was noted also for his weekly restaurant reviews,
hosted by Joe Lyons and himself on AM1510 Radio.  Because of his
love for food and wine, he was a partner in the New World
International Wine Competition. 
Anthony received a number of awards and wore many hats,
including being involved with several charities in the Inland Empire
such as the Children’s Fund,
Publisher William J. Anthony
continued on page 20
Jack Katzanek Joins
the Staff of the Inland
Empire Economic
Partnership
Jack Katzanek, former busi-
ness editor for the Press
Enterprise, has joined the Inland
Empire Economic Partnership
as senior director of communi-
cations and constituent rela-
tions. 
“Jack brings his reputation
as a high quality communicator,
vast relationships within the
business community and a deep
understanding of the economy
of the Inland Empire to the
IEEP,” said Paul Granillo, presi-
dent and chief executive officer
of the Inland Empire Economic
Partnership.
Jack Katzanek has been
reporting on economic and busi-
ness affairs in Inland Southern
California for the past 16 years.
He has been a business reporter
and editor for the Press-
Enterprise, the region’s largest
newspaper, since February
2000, covering the economy,
workplace issues, job markets,
commercial real estate, logistics
and other topics.
Katzanek, is a native of New
continued on page 10
Inter Valley Health
Plan Appoints New
Chief Financial Officer
Inter Valley Health Plan
(www.IVHP.com), a Pomona-
based not-for-profit, federally
qualified, Medicare Advantage
health plan announced the addi-
tion of Robert B. Peters, CPA as
chief financial officer.
Peters brings more than 30
years of finance and accounting
experience in executive posi-
tions in health, life and proper-
ty-casualty insurance compa-
nies. Peters recently completed
a two-year role as interim chief
financial officer at Soundpath
Health, Inc., a Washington State
Medicare Advantage health
plan.   
“On the heels of our 35th
anniversary, we could not be
happier to add such a well-
versed and experienced execu-
tive to our team,” says Ronald
Bolding, president, chief execu-
continued on page 24
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The Next Great Depression Is Coming…Will Your Kids Be Prepared?
Brian and Alan Beaulieu are predicting rocky economic waters in the decades to come. Specifically, they 
expect the U.S. economy to experience another Great Depression during the 2030s. These rocky waters 
could be especially hard on today’s young people. The Beaulieus provide advice on what you can do now to 
prepare your kids for a tough economic future.
Preparing kids for the future
used to be relatively easy. We’d
tell them to make good grades,
go to college, find a stable job,
work hard, save a bit of money,
and—well, that was pretty much
it. If they did these things,
they’d be fine. Now all that has
changed. The economy is creep-
ing along at a sluggish pace.
Any kind of job (let alone a “sta-
ble” one) is hard to come by.
The price of everything is going
up. What’s worse, a massive
time bomb lurks on the horizon.
Yes, according to acclaimed
economists Brian and Alan
Beaulieu, a second Great
Depression lies in wait 15 years
or so down the road. Global eco-
nomic and demographic trends
make this inevitable. And that
means equipping your kids for
the future means something very
different from what it used to
mean.
“In the not-too-distant
future, today’s generation of
young people will face a finan-
cial catastrophe,” says Brian
Beaulieu, who along with Alan
Beaulieu, wrote “Prosperity in
the Age of Decline: How to
Lead Your Business and
Preserve Wealth Through the
Coming Business Cycles.”
“They’ll be entering or
approaching their earning years
around the time the U.S. and the
rest of the globe slip into what
looks to be a decade-long
depression in the 2030s. So the
more we can teach our kids
about making sound financial
decisions now, the better.”
“In Prosperity in the Age of
Decline,” Brian Beaulieu, the
CEO of the Institute for Trend
Research (ITR®) Economics,
and Alan Beaulieu, the president
of ITR, offer an informed,
meticulously researched look at
the future and the coming Great
Depression. In this important
resource, the authors reveal
what it will take for individual
investors and business leaders to
prosper as the economy heats up
prior to the predicted downturn,
preserve wealth in the upcoming
Great Depression, and profit on
the way out of the depression.
Here, they share a few
essential lessons parents should
teach their kids now to help
them thrive in good times and
bad:
Lesson 1: Live below your
continued on page 8
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Checking Account Transparency Report:
How Easily Can Consumers Shop for a Checking Account Online?
There are more than 100
million checking accounts in the
United States and close to nine
out of 10 households have an
existing account, according to
the FDIC. Checking accounts
are among the most basic and
critical of financial service
tools, allowing consumers to
deposit earnings, pay bills and
manage their monthly expenses.
That’s why having access to and
understanding the costs associ-
ated with checking accounts is
essential for consumers.
In addition to the monthly
checking account fee, checking
account customers can now
expect to be charged for every-
thing from withdrawing their
money to talking with a bank
teller to receiving their monthly
statement in paper form. In
recent years, advocates and reg-
ulators have begun to draw
attention to the lengthy, small-
print financial disclosures which
can be overwhelming to the con-
sumer and in some cases even
misleading. Additionally, the
format and the content of the fee
information provided on the
websites of financial institutions
vary widely. All of this can
cause confusion and ultimately
result in higher fees for the con-
sumer, as evidenced by the
industry’s $31.8 billion in over-
draft fee revenue in 2013, as
reported by Moebs Services.
In this report we asked,
“How transparent are the banks
with regard to checking account
fee information provided
online?” We analyzed checking
accounts with an online applica-
tion component from 25 of the
largest US consumer-facing
banks, based on total asset vol-
ume as reported by the FDIC. In
our analysis we asked the fol-
lowing three key questions:
1. Are key checking
account fees disclosed up front?
(Visibility of Major Fees on
Product Page)
2. Can the consumer easily
find fee disclosures on the web-
site? (Accessibility of Fee
Information)
3. Once you get to the fee
information, how easy is it to
digest? (Clarity of Fee
Information)
We scored each bank
account on a 30-point scale
(allotting 10 points each for
Visibility of Major Fees on
Product Pages, Accessibility of
Fee Information and Clarity of
Fee Information). We did not
make any comparisons with our
2013 report as we improved our
methodology.
Key Findings (See Graph 1)
• Similar to the previous
year, there are approximately 30
total fees associated with the
average checking account. Once
again, the variance in disclosure
policies made it hard for us to
determine the precise number of
fees associated with each check-
ing account, but most banks fell
in the 20 to 40 total fee range,
with some reaching almost 50.
The sheer number of different
fees associated with checking
accounts prevents effective
product comparison and
decreases the likelihood that
consumers will find the best
checking accounts for their
needs.
• A general lack of unifor-
mity across institutions in terms
of checking account fee disclo-
sure form, format and content
continues to be present, which
makes it difficult for consumers
to compare and shop for a
checking account.
• There are still two banks
out of 25 surveyed in 2014,
namely USAA and M&T Bank,
that do not provide a fee sched-
ule to consumers on the check-
ing account product pages of
their websites.
• The highest-scoring
bank was Capital One, which
received 90%.
• The lowest-scoring bank
was M&T Bank, which received
26.67%. The only fee informa-
tion that was available from the
M&T website concerned the
monthly fee, ATM fees and the
overdraft fee. No fee schedules
were available anywhere on the
M&T product website, making
it impossible for a consumer to
compare their costs against
those of other banks. However,
M&T announced some major
changes to their website.
Tips
• Read the fee schedule
thoroughly: The number of
checking account fees that
banks disclose on their product
pages varies greatly from one
bank to another. Absence of a
fee from the product page does
not necessarily mean the fee is
$0. Consumers should always
review the fee schedule before
opening an account to avoid any
surprises in the future.
• Don’t expect consisten-
cy in format: Unlike credit card
offers that all have to use uni-
form disclosures of fees like the
Schumer Box, there is nothing
similar for checking accounts.
In recent years, many large
banks have adopted a summary
disclosure form designed by the
Pew Research Center to make
fee disclosure practices more
uniform and straightforward.
However, not all have adopted
it. And of the ones who have,
there are discrepancies among
their disclosures. Unfortunately,
checking account disclosure
practices resemble the Wild
West.
• Evaluate your practi-
cal needs: As evidenced by the
number of fees that checking
accounts charge, they offer a
plethora of services ranging
from straightforward ATM with-
drawals to international wire
transfers. You must therefore
consider what exactly you’ll
need from your checking
account in practical terms. For
instance, how much money will
you hold in your account at any
given time? Do you need a debit
card, a physical checkbook, or
an accessible local branch? How
many ATM withdrawals will
you make each month? The
answers to such questions will
eliminate certain checking
account offers from contention
and will dictate which fees you
should focus on minimizing.
• Fewer disclosed fees
doesn’t mean fewer actual
fees: The number of fees listed
by banks in disclosures varies
from 20 to 40. Some banks dis-
close their fees only after a cus-
tomer has opened an account.
Others disclose their fees in
inconspicuous sections of their
websites. Consumers should be
aware that there are banks that
disclose only a part of their full
list of fees initially, another part
during the application process
and the rest after the consumer
has signed up for the account.
Also watch out for language like
Graph 1
continued on page 38
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Quotations on Life
Fear not that thy life shall come to an end, but rather Fear that
it shall never have a beginning. 
Cardinal John Henry Newman
All things come to him who waits—provided he knows what he
is waiting for.
Woodrow Wilson
A ship in harbor is safe, but that is not what ships are built for.
John Shedd
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FINANCIAL COLUMN
Why Your Retirement Might Be a ‘Steal’
William J “Bill” Cortus, CFP®
As you get closer to retirement, someone else may be getting
closer to your retirement assets. And you may be the last to know
about it. A growing number of scams are
targeting pre-retirees. Identity thieves
know that many of these individuals:
• Have higher cash reserves and
greater home equity than people who are
younger. 
• Might not keep up with the latest
identity theft trends. 
• Might not monitor their financial
accounts or credit reports as often as they
should.
If your personal information is stolen,
it could put your retirement in jeopardy.
Someone could tap into – or deplete – your IRA, 401(k) and other
accounts. Identity theft could even affect your Social Security bene-
fits, as CNN  money.cnn.com/2012/09/26/pf/seniors-social-security-
scam/  and other media have reported. Here are some simple but easy
tips to help you protect your identity. 
Take Action Tips
• Review your credit reports – It’s recommended that you
obtain a credit report from one of the three major credit bureaus
Experian, Eqifax and TransUnion on a regular basis. 
• Don't get personal – Never provide personal information
(e.g., account numbers, Social Security number) in response to an
email or phone call you receive. 
• Create strong passwords – And avoid using the same pass-
word for multiple accounts. 
• Put up a wall – Maintain up-to-date firewall, anti-spyware
and antivirus protection on your computer. Also upload security soft-
ware on your smartphone and tablet.
• Avoid unsecured public WiFi – Especially if you're making
online purchases or transactions, or checking your accounts. 
• Check your contributions – Consistently check your 401(k)
to make sure the right amount is being contributed. Also, check other
savings and retirement accounts every week or two. If an account has
been compromised, the sooner you discover the breach the better. 
• Get a protection program – Various identity protection pro-
grams are available to monitor your personal information. For exam-
ple, Thrivent Financial offers a free Identity Protection membership
benefit to help members protect their finances and credit.
www.thrivent.com
Food for Thought
“Every 2 seconds, someone falls victim to identity fraud. In the
time it took you to read this article, more victims were claimed to
identity theft with over 13.1 million U.S. adults in 2013 alone.”1
1 Javelin Strategy & Research, Equipping Consumers in the Fight Against
Identity Fraud, 2014
What Do I Do Now?
If your personal information is stolen:
• Report fraudulent activity immediately to the relevant finan-
cial institutions. continued on page 24
William J. “Bill” Cortus
Riverside County Supervisors
Recognize BIA and HomeAid
Inland Empire for Outstanding Work
Building Shelters to
House Homeless Population
The Riverside County Board of Supervisors recently honored the
local Southern California Building Industry Association (BIA)
Chapter and its non-profit charity, HomeAid Inland Empire (HAIE),
for its outstanding work renovating and building quality shelter facil-
ities to temporarily house homeless men, women and children as they
try to rebuild their lives. 
Bill Blankenship, CEO of the Riverside County BIA Chapter,
together with HAIE Board President Richard Hedrick and Executive
Director Ray Osborne were presented with a proclamation from the
supervisors in recognition of their efforts to end homelessness. 
Operation SafeHouse, one of HomeAid Inland Empire’s service
provider partners, made the recommendation to the supervisors to
recognize the building industry and its charity organization following
the completion of renovation work by HomeAid on three Operation
SafeHouse shelter facilities that serve the needs of homeless emanci-
pated youth.
“HomeAid Inland Empire and the Riverside County BIA Chapter
have been wonderful  partners over the past few years helping us
improve and expand our shelters in Riverside and the Coachella
Valley by providing funds as well as in-kind donations of labor and
materials,” commented Operation SafeHouse Executive Director
Kathy McAdara. “Without their ongoing support and generosity, the
improvements to our shelters would simply not have been complet-
ed,” McAdara added. 
Since 1990, HomeAid Inland Empire has renovated or built 27
homeless shelters, housing 743 emergency and transitional living
beds, valued at over $16.9 million with more than $6.3 million in
funding and donations of in-kind labor and materials coming from
members of the Riverside County
Riverside County Board of Supervisors ( l-r) Kevin Jefferies, First
District; John Benoit, Fourth District; Jeff Stone, Chairman, Third
District; John Tavaglione, Second District; and Marion Ashley,
Fifth District; recently presented a special proclamation to the
Southern California Building Industry Association (BIA) Riverside
County Chapter and HomeAid Inland Empire (HAIE), its non-profit
charity organization, in recognition of their work to develop shelter
facilities to serve the area’s homeless population. Accepting the
proclamation were (l-r) HomeAid Inland Empire Board President
Richard Hedrick; HAIE Executive Director Ray Osborne; and
Riverside County BIA Chapter CEO Bill Blankenship. 
continued on page 27
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San Bernardino Workforce
Investment Board program helps save
700 jobs and millions in revenue
SBWIB delivers successful business consulting/layoff
aversion program to companies
Almost 700 workers at 47 local companies were able to keep their
jobs thanks to a County of San Bernardino Workforce Investment
Board program that matched business consultants with at-risk com-
panies.  The program is federally funded and offers advice on how to
improve business operations at no cost to the company. 
In the last two years, the program saved 686 jobs, created 114
new positions and assisted the companies with $13.5 million in oper-
ational cost savings and revenue.
To accomplish this, the Workforce Investment Board hired layoff
aversion consultants to assist the struggling businesses. The consult-
ants at Deisell Research Institute and Consultants, California
Manufacturing Technology Consulting (CMTC), Voice Marketing,
and Spruce Consulting are experts at increasing revenue, reducing
operating costs, and recognizing opportunities to stabilize businesses
and reposition them for success. The consulting advisory services
were provided to the 47 businesses using Rapid Response funding set
aside to assist employees facing company closure and to help prevent
layoffs.
“Without strategic assistance from experienced business consult-
ants, many jobs would have been lost in San Bernardino County,”
says Miguel McQueen, Deputy Director of Business Services and
Operations with the County of San Bernardino Workforce Investment
Board (WIB). “We were able to help companies remain in business
by providing tools and strategies that allowed them to improve pro-
ductivity, reduce costs and operate more efficiently.”
McQueen says the business-consulting program has been in oper-
ation for four years and has reached a variety of industries, including
automotive, construction, logistics, healthcare and education.  He
says, “Companies are still feeling the effects of the recession and the
Workforce Investment Board is proud to help get them back to a
place of stability.  Pairing them with consultants that have market
awareness in their respective industries has been critical in putting
together improvement plans that establish sustainable outcomes.”
He continued, “The feedback from the businesses that received
assistance shows that revenues were saved or increased to a total of
over $13 million in just the last two years, which is an outstanding
achievement and a great reflection of the success of the entire pro-
gram.”
Executive Director of the Workforce Investment Board, Sandy
Harmsen commented, “It’s encouraging to see that not only are we
saving jobs in the county through our Rapid Response programs, but
we are creating jobs and providing resources to employers at no
cost.”
Board of Supervisors Chair, Janice Rutherford added, “We
encourage any company facing difficulty to seek the WIB’s profes-
sional services. No matter how bad it may seem, with quick and
effective action from expert advisors, many companies can turn a
corner and have a brighter, more profitable future.”
About the Workforce Investment Board of San Bernardino
County
The Workforce Investment Board of San Bernardino County
(WIB) is comprised of private business representatives and public
partners appointed by the County of San Bernardino Board of
Supervisors.  The Workforce Investment Board strives to strengthen
the skills of the County's workforce through partnerships with busi-
ness, education and community-based organizations. The County of
San Bernardino Board of Supervisors is committed to providing
county resources, which generate jobs and investment.
The Workforce Investment Board, through the County of San
Bernardino's Economic Development Agency and Workforce
Development Department, operates the County of San Bernardino's
three America's Job Centers of California (AJCC). The AJCCs pro-
vide individuals with job training, placement and the tools to
strengthen their skills to achieve a higher quality of life. The AJCCs
also support and provide services to the County’s businesses, includ-
ing employee recruitment and business retention programs.
Employers and job seekers who are interested in the Workforce
Investment Board programs may call: (800) 451-JOBS or visit
www.csb-win.org. Also follow us on: Facebook
www.facebook.com/SBWIB; Twitter @InlandEmpireJob; and
YouTube www.youtube.com/SBCountyWIB. 
LAEDC’s Profile for the Inland Empire
LAEDC (Los Angeles Economic Development Corporation) has
just released the annual “L.A. Stats” report, which provides frequent-
ly requested statistics for Los Angeles and surrounding counties on
demographics, employment, income, economic base, real estate,
sales and use taxes, and more.
The following is their profile on the Inland Empire area:
Riverside-San Bernardino Area Profile 
• The Riverside-San Bernardino-Ontario Metropolitan
Statistical Area is comprised of Riverside and San Bernardino coun-
ties and is often called the "Inland Empire." The area is bordered by
Los Angeles and Orange counties on the west, and on the east by the
states of Nevada and Arizona. Riverside County covers 7,304 square
miles, while San Bernardino covers 20,106 square miles. The 2013
population of the two-county area totaled 4,344,159 persons; an
increase of 1,067,698 persons since 2000. Riverside and San
Bernardino counties are the fourth and fifth largest by population in
California. 
• A quick demographic profile of the two counties indicates that
47.7% of the population is Hispanic; 36.1% is white non-Hispanic;
9.1% is black or other races; and 6.1% is Asian-Pacific Islander. As
to education, 78.5% of the two counties’ population has a high school
diploma or higher, and 19.4% has a bachelor’s degree or higher. 
• The Inland Empire is also an important manufacturing center
with employment reaching 93,600 jobs in 2012. The largest industry
sectors were: fabricated metal products with 12,700 employees; plas-
tic and rubber products with 8,300 workers; miscellaneous manufac-
turing with 7,900 workers; food production with 7,200 workers; and
transportation equipment with 6,100 employees. 
• International trade plays an important role in the Inland
Empire's economy. The area is a major transportation hub for both
rail and truck service. The Los Angeles Ontario International Airport
is a UPS hub, handling domestic small packages and providing serv-
ice to Asia. The area also contains many large distribution centers
occupied by firms moving goods between Southern California’s ports
and to the rest of the U.S. 
• The Inland Empire has an impressive array of higher educa-
tion facilities, including the University of California-Riverside,
California State University San Bernardino, the University of
Redlands, and the Loma Linda School of Medicine. Just to the west
of the county line in Los Angeles continued on page 32
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Mind Your Business and Your Weight
3 Keys for Staying Healthy While Dining for Business
By Sharon E Beckwith, Masters Candidate, Cal State Los Angeles School Nutrition & Dietetics 
Is It Possible to Eat Out
Often and Stay Healthy?
Eating out for the business
professional is not a luxury, it is
a necessity.  Many business
deals are made over meals.
Maintaining a strong image in a
restaurant can be imperative to
landing the deal.  Wining and
dining pays off, but it can wreak
havoc on your waistline and
your health (McCory, Fuss,
Hays, Vinken, Greenberg &
Roberts, 1999).  The problem of
dining out is multiplied when on
a business trip that may require
eating out for all your meals. 
The pitfalls of dining out
several times a week add pounds
and inches which can lead to
overweight and obesity.
According to the County Health
Rankings and Roadmaps organ-
ization, 28% of adults in San
Bernardino County are obese.
That’s 3% higher than the obesi-
ty rate for California (County
Health Rankings and
Roadmaps, 2014), and repre-
sents over 584,000 obese adults.
Obesity is the number one con-
cern of health officials world-
wide (CDC, 2014a; Davis,
2013).  Obesity can lead to a
host of other diseases, including
Type 2 Diabetes, cardiovascular
disease, hypertension, and more
(CDC, 2014b).  
How does a business profes-
sional maintain a strong busi-
ness image, and stay healthy
while dining out?  Recognizing
the pitfalls of eating in restau-
rants, and practicing healthy
restaurant behaviors can help.
Once we know what the pitfalls
are, we can strategize for getting
around them.
The Pitfalls of Restaurant
Dining
Three pitfalls to avoid while
dining in restaurants include:
• High and hidden calo-
ries (excessive calories)
• Tempting appetizers and
desserts (fat and sugar calories)
• Beverages, especially
alcoholic beverages (empty
calories)
Calories are in all the pit-
falls.  Excessively high calories
are hidden in portion sizes and
savory recipes.  Eating large
portions regularly can lead to an
addiction to food (Davis, 2013).
Tempting appetizers are often
deep-fried, adding extra fat
calories, including trans-fats.
Trans-fats increase LDL choles-
terol, the bad cholesterol
(American Heart Association,
2014a).  Tempting desserts add
saturated fat and sugar calories.
Alcoholic beverages add extra
calories to your meal (Sayon-
Orea, C., Martinez-Gonzalez,
M. A., Bes-Rastrollo, M.,
2011).  
These three pitfalls will sab-
otage anyone’s goal to watch
their weight and be healthy.
What can be done?  Here are
three keys that unlock the secret
of healthy dining habits to avoid
the pitfalls of eating in restau-
rants.
Key No. 1:  Carefully
Choose from the Menu
To make your meals benefi-
cial, carefully choose from the
menu.  Start with your entrée.
Fish and chicken are great lean
protein choices.  Of the two, fish
has better nutrition.  Choose an
oily fish such as salmon, shark
or swordfish.  These have
omega-3 fatty acids which help
with brain function, the central
nervous system, and eye health.
Most restaurants in America
serve large portions, encourag-
ing patrons to eat more than they
should.  What is a healthy por-
tion of meat?  The American
Heart Association says a 3-4
ounce serving of lean meat,
poultry or fish is the right size
(American Heart Association,
2014b).  That’s the size of a
deck of cards.  Eat only the right
portion, and leave the rest on
your plate.  
Here is another suggestion:
order your most favorite veg-
etable, and your least favorite
appetizer and dessert.  That way,
you will eat all your vegetables,
and limit yourself to one or two
bites of the appetizer and
dessert.  Eat more vegetables,
and limit fat and sugar calories
to benefit your health.
Making substitutions can
save hundreds of calories in
your meal.  Ask for a baked
potato with the butter, sour
cream, and chives served on the
side.  This gives you control
over how much to add.  Ask for
low-fat dressing on the side.
Ask for a salad instead of
creamy soup.  A great way to get
around hidden calories is to ask
for substitutions.
Key No. 2:  Consider
What’s on Your Plate  
Researchers from Stanford
University and Boston
University conducted a study
that found that the first bite of a
continued on page 27
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Five Most Active Stocks
Advances 5
Declines 0
Unchanged 0
New Highs 1
New Lows 0
Monthly Summary
8/21/14
American States Water Company
CVB Financial Corp. 
Monster Beverage Corporation (H)
Simplicity Bancorp, Inc. 
Provident Financial Holdings, Inc. 
Monster Beverage Corporation 49,970,480 
CVB Financial Corp. 5,050,780 
American States Water Company 2,352,450 
Provident Financial Holdings, Inc. 296,230 
Simplicity Bancorp, Inc. 116,210 
D&P/IEBJ Total Volume Month 57,786,150 
Ticker 8/21/14 7/31/14 %Chg. 52 Week 52 Week Current P/E Exchange
Close Price Open Price Month High Low Ratio
AWR
CVBF
MNST
SMPL
PROV
32.26 30.55 5.6 34.00 25.07 21.3 NYSE
15.59 15.29 2.0 17.48 12.57 15.9 NASDAQGS
87.50 63.96 36.8 94.93 51.15 37.6 NASDAQGS
16.21 16.20 0.1 18.43 14.71 22.5 NASDAQGS
14.83 14.25 4.1 18.62 13.75 22.8 NASDAQGS
September 2014
Notes: (H) - Stock hit fifty two week high during the month, (L) - Stock hit fifty two week low during the month, NM - Not Meaningful
 
Company Current Beg. of Point %Change
Close Month Change
Monster Beverage Corporation (H) 87.50 63.96 23.54 36.8%
American States Water Company  32.26 30.55 1.71 5.6%
Provident Financial Holdings, Inc.  14.83 14.25 0.58 4.1%
CVB Financial Corp.  15.59 15.29 0.30 2.0%
Simplicity Bancorp, Inc.  16.21 16.20 0.01 0.1%
THE GAINERS
Top five, by percentage
means. Our society has always paid
lip service to this notion, but few
people really practice it. Instead, we
trade up to bigger, more expensive homes and cars as we begin to
make more money, leaving little to save. But that has to stop. If we
want to prepare our kids (and ourselves!) for the tough times that are
coming, we have to live simpler, less expensive lives. In fact, living
below your means is a prerequisite for following much of the
Beaulieus’ additional advice.
“The earlier your kids can learn to live below their means, the
better,” says B. Beaulieu. “First and foremost, don’t underestimate
how powerful your own example is. If you overspend and live
beyond your means, telling your children to do otherwise will just be
empty words. Secondly, if they are young and receive an allowance,
earn money for doing chores, babysit, etc., sit down with them and
help them create a budget that includes savings. The key is to get
them in the habit of setting aside money for the future before they’re
out on their own.”
Lesson 2: Don’t just preserve your money; help it grow. Now
and as we move into the future, everyone should focus on saving
money and using these savings to invest in equities, as the 2020s
should provide a better-than-inflation return on investment. The goal
is to maximize the nest egg so that people who lose their jobs during
future economic dips won’t be destitute and depend on a government
that has lost the wherewithal to provide generous entitlements.
“Once they’re old enough to grasp it, explain the basics of invest-
ing to your children,” recommends A. Beaulieu. “You might help
them pick a stock or two to buy with their savings. Again, it’s a great
habit to get into during childhood—and having this cash at their dis-
posal later in life will enable your kids to take advantage of larger
future financial opportunities.”
Lesson 3: If you can’t pay cash for it, you can’t afford it. Yes,
it’s easy to just whip out the plastic when you want to buy something.
Too easy, in many cases—that’s how people “accidentally” overdraw
their checking accounts and rack up mountains of consumer debt!
That’s why the Beaulieus encourage you to teach your kids to pay
cash. (Again, you need to do the same to set the example.)
“Yes, you can take out loans for cars, homes, and other very large
capital outlays,” comments B. Beaulieu. “Necessities such as dental
care or corrective lenses can go on your credit card if you need them.
But if you don’t have the cash to buy that shirt, dress, bracelet, or
watch, or to see that movie, say no.
“One of the most valuable lessons you and your children need to
learn is this: Credit cards will leave continued on page 11
The Next Great...
continued from pg. 2
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NEGOTIATION
You Can Negotiate Anything: 13 Negotiating Techniques Taught at the
Wharton School of Business
Everything is open for negotiation—even prices, schedules, and product offerings that seem carved in stone.
Steven G. Blum, who teaches at the Wharton School of Business, says no one has to just accept what’s
offered…but first you must hone your negotiating skills.
Life is a series of negotia-
tions. While we may realize this
in theory, we probably don’t
realize how often it applies in
practice. Your work schedule,
your pay and benefits, prices in
big box stores, cell phone con-
tracts, day care arrangements—
you name it, it’s negotiable,
says Steven G. Blum. The
notion that you just have to fall
in line and accept the options
you’re given is an extremely
limiting one.
“This is a whole different
way of looking at the world,”
says Blum, author of
“Negotiating Your Investments:
Use Proven Negotiation
Methods to Enrich Your
Financial Life,” and a teacher at
the Wharton School of
Business. “We all know we can
negotiate car or real estate
prices, but the idea that every-
thing is negotiable is foreign to
most of us.
“Sharpen your negotiating
skills and you’ll unlock options
and opportunities that you may
have assumed were closed to
you,” he adds. “This can truly
change your life.”
Negotiating Your
Investments is an in-depth guide
to applying proven principles of
negotiation to your personal
finances. With expert insight
into the before, during, and after
of a successful negotiation,
you’ll learn how to prepare for
and conduct important financial
discussions with an eye toward
getting the best possible out-
come. What’s more, you’ll learn
how to use basic negotiating
skills outside the world of
investing.
Before you can negotiate
anything, you have to know
how to start the dialogue and
how to ask the right questions.
Blum offers the following tips:
Know what you don’t
want, what you do want, and
what’s even better. One of the
most important things a nego-
tiator can do is figure out what
she is trying to gain or achieve.
When you know exactly what
you want, you can be purpose-
ful in keeping the process mov-
ing toward your goals and
avoiding measures that might
throw you off course.
“Don’t make agreements
based on the idea of ‘winning’ if
they don’t get you what you
really want,” says Blum. “Don’t
worry about whether the other
side is getting too much—that
does not matter as long as you
reach all your goals. And once a
good deal comes into view, see
if you can improve it before you
close the deal.”
Harness the power of
BATNA. In negotiation, power
comes from alternatives. You
must identify your Best
Alternative To a Negotiated
Agreement (BATNA). Doing so
lays the foundation for increas-
ing negotiating strength, which
presents the potential for greater
control, influence, and authori-
ty. You will never accept a deal
unless it is better than your
BATNA. It forms a minimum
acceptable level for you.
Here’s a quick example:
Sam and Sara both decide to
approach their boss and ask for
a 10 percent raise. Sam’s strate-
gy is to make a list of every-
thing he does for the company.
Surely, he thinks, if he docu-
ments all he does, the boss will
realize how valuable he is to the
company. Sara, on the other
hand, writes letters and makes
some calls and ends up getting
an offer from a competing
employer. The offer comes with
a salary that’s 4 percent above
her current pay level.
Initially, the boss tells both
employees that a raise isn’t pos-
sible at this time. Having failed
to strengthen his BATNA, Sam
has little leverage. He simply
thanks his boss for his consider-
ation and goes back to his cubi-
cle. But Sara’s story doesn’t end
here. She tells the boss she’s
received an offer from a com-
petitor and must decide whether
to accept it. Not wanting to lose
Sara, her boss asks how much
salary she has been offered. She
replies, “While they demanded
confidentiality, I can tell you it
is more than I am currently
making.”
In the Sam and boss situa-
tion, Sam has a problem he
doesn’t know how to solve. In
the Sara and boss situation, the
boss has a problem. Sara gets
her 10 percent raise.
Aim for higher than just
win-win. As you begin to hone
your negotiating skills, you
might be tempted to seek out
“win-win” solutions. Doing so
might seem like a great way to
keep your relationship with
your negotiating partner posi-
tive, but the approach can actu-
ally backfire, causing you both
to settle for the first plausible
solution that improves every-
one’s position.
For example, Randy the
Realtor was trying to get her
client (the buyer) and the other
side (seller) to agree on a price.
The buyer was moving from a
“low tax” town to one whose
wealthy school district could
better serve her special needs
child. The two sides were only
$600 apart. So Randy teamed
with the other side’s agent and
said, “Sign this deal right now
and we’ll cut our commissions
by $150. We want each of you
to compromise your price
demand by $150 each. That will
total the entire $600 in dispute
and everyone will share the bur-
den of compromise equally.”
The deal closed and the two
agents toasted each other for the
“win-win” solution.
But Randy had failed to
notice the value that was being
left on the table. The client was
going to need a real estate agent
to sell their old property. Randy
might have worked that into the
bargain by aiming higher than
merely “win-win.”
See that your interests
come first, but make sure oth-
ers’ interests are served, too.
Good negotiators pay a great
deal of attention to underlying
interests. They seek a deal that
meets their own interests very
well, satisfies the interests of
other parties sufficiently, and
adequately addresses those of
all important players who are
not part of the actual negotia-
tion.
“If the agreement does not
meet the needs of the other
negotiation parties, they will
not agree to enter into the deal,”
explains Blum. “If they are
somehow tricked into signing a
contract that does not really
work for them, they will seek
ways to sabotage, escape, or
otherwise not comply. That is
not good for anyone.
“Keep in mind that what
you view as being a ‘good out-
come’ might not be that good if
it leaves the other negotiating
party feeling worse off or vic-
timized,” notes Blum. “Chances
continued on page 10
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are you’ll need to negotiate with
certain people on more than one
occasion, and you don’t want to
burn those bridges by leaving them feeling you’ll take advantage of
them the first chance you get.”
Don’t get distracted from your real goal. Many people pride
themselves on a competitive tenacity that leaves nothing on the
table. If possible, they take the table as well. But research has shown
that many of these winners end up regretting their victories.
“Competition is a natural and necessary motivator, yet it does
not always bring a happy ending,” says Blum. “The desire to win
represents a dangerous shift in focus: Besting the competition
becomes the primary goal, and the outcome itself becomes second-
ary. Paradoxically, the strategies and behaviors that follow are usu-
ally self-damaging. Avoid hurting your own efforts by keeping your
eyes firmly fixed on where you really are trying to go.”
Insist on both a fair process and a fair outcome. Good nego-
tiators refuse to be part of a process, or outcome, that is anything less
than fair. Leading negotiation professors urge us to look to authori-
tative standards and norms, such as market value, precedent, and
equal treatment, to help delineate fairness. Just as a skilled negotia-
tor will never agree to a deal that does not do a good job of meeting
her interests or that is not better than her best alternative, so, too, she
should decline one that is observably unfair.
Pay attention to power dynamics. Don’t accept a power
imbalance that leaves you at a disadvantage. “Where the power
dynamic in place is neither a necessary consequence of larger roles
and relationships, such as deferring to a government official, nor a
good one for advancing a negotiator’s interests, work to change it to
your own advantage,” explains Blum. “Don’t be rude or inappropri-
ate, of course, but also don’t be afraid to question anything that
seems unfair or detrimental. Always own your power and politely
decline any part of the negotiation process that makes you feel
uncomfortable, disadvantaged, or manipulated.”
Don’t trust imprudently. The mere fact that you have insisted
on forthrightness, and unwaveringly offered it, does not mean you
should entirely trust the other parties. “The best advice is to always
act in a trustworthy manner but do not assume that others will do the
same,” notes Blum. “Be extremely cautious about placing too much
trust in others. Better to allow your confidence to build slowly as it
is earned. And never trust anyone whose incentives and interests
suggest strong motivation for them to defect.”
Be mindful of each “little agreement” step. “The negotiation
process is made up of a series of little agreements,” says Blum. “Pay
attention to them not only as they affect you, but also with an eye
toward their impact on your negotiating partners. The idea is to use
small commitments to pave the way for the other party to easily
agree to the next step. Before you know it, you will find yourselves
marching confidently, arm in arm, toward agreements that ensure
good outcomes for everyone.”
Ask lots of questions. An important study found that skilled
negotiators spend almost 40 percent of their time acquiring informa-
tion (asking questions) and clarifying information (restating and
reframing what they’ve heard to verify that they’ve understood cor-
rectly). Average negotiators spend about 18 percent of their time on
the same behaviors. In other words, average negotiators ask half as
many questions as skilled negotiators.
“The key is to ask previously prepared questions and, just as
important, listen well enough to pose precise follow-up questions,”
notes Blum. “Probing and clarifying the other party’s position
requires that you listen carefully and formulate good questions on
the spot. Strong listening skills, along with good preparation habits
and the ability to express thoughts clearly, are among the top traits
of the most effective negotiators.”
Create scarcity. Negotiators respond to what is referred to as a
closing window of opportunity, i.e., making an offer that is good for
only a limited amount of time. When a proposal or offer is structured
to end at a certain time, the scarcity effect adds pressure.
Another factor that causes scarcity is competition. When every-
one else wants something, there is a tendency for us to want it more,
too. Making it clear that everyone desires the item for sale can make
even those with little use for it determined to buy it. Nobody wants
to be left out.
“People seem to be hardwired to greatly fear loss, and that’s why
creating scarcity can be an effective negotiating technique,” says
Blum. “A take-it-or-leave-it tactic or an ultimatum in a negotiation
can raise the scarcity effect to sky-high levels.”
Prepare and practice. Blum says if he could offer only one sug-
gestion to improve your negotiating, it would be this: If you prepare
fully for each negotiation, you will do better. It is that simple. As a
general rule, the more prepared you are, the better your outcomes
will be.
“Practice makes perfect,” notes Blum. “Use every opportunity to
test out your skills and think through situations as if they were
important negotiations. As you practice, you’ll become a more agile
negotiator, able to work around tough situations and create much
better outcomes for yourself.”
Be patient. One of the best things you can do in the closing and
commitment stage of a negotiation is to be patient. The negotiator
who is not rushed has a favorable position and is free to work for the
best possible deal. Some methods to help make this attitude possible
include starting early, not procrastinating, and avoiding negotiating
when you are in a needy state of mind.
“Negotiation isn’t just about getting a better price for a product
or service,” says Blum. “It’s about dramatically improving the qual-
ity of your life, creating better outcomes for everyone, and even
building more harmonious relationships. Improving your negotiat-
ing skills is an effort worth making.”
To read more of Blum’s writings or to get further information,
visit www.negotiatingtruth.com.
Negotiate...
continued from pg. 9
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University of New York, where he
majored in political science and was an editor of his campus newspa-
per and news director of the school’s radio station.
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you in a financial hole that will be
extremely difficult to emerge
from—and will almost always leave
you wondering why so-and-so is so much better off financially,” he
adds.
Lesson 4: Pay off your debt as soon as you can—preferably by
2030. Encourage your children to pay off any debt as quickly as pos-
sible by paying more than the minimum payment each month on car
loans, student loans, mortgages, etc. Use any debt you may currently
be paying off to demonstrate to them how much time (and accrued
interest!) this strategy can save.
“At the minimum, your children should try to pay off any mort-
gages and car loans by 2030,” says A. Beaulieu. “Credit card collec-
tors can be nasty, but they cannot take your home. Student loans
should be paid off if possible, but failure here will also not bring
about homelessness. Of course, the best advice is to have everything
paid off—this provides for the highest amount of available cash in
the event of dramatic income reduction. And no one can repossess
what you own outright. If you have kids who aren’t (or won’t be)
home-buying age in the years leading up to the Great Depression,
they should avoid taking on a mortgage going into the financial slow
down. Instead, they should look to get a mortgage in the latter stages,
because home prices and interest rates should be quite depressed. The
key is to advise your kids to do their best to be debt-free by
2030…and protect your own future by planning to do so yourself,
too!”
Lesson 5: Become a global citizen. The harsh reality is that
many of the best opportunities for your kids won’t be in the U.S. Try
to teach your kids to think of themselves as citizens of the world, not
just citizens of the U.S. A broad, informed worldview will ensure that
they remain relevant and sought-after as our world becomes flatter
and more connected.
“A practical first step is for your kids to learn a second language,”
says B. Beaulieu. “Fluency in a second language can give your chil-
dren a valuable edge in finding—and keeping—a job in the global
economy. For example, French, like English, is widely known, and it
is a useful fallback language in many parts of Africa. Africa holds
great promise for the future, and being able to communicate in either
English or French is going to be a real competitive advantage.”
Lesson 6: Choose a career deliberately and strategically. As a
parent, there’s probably a part of you that wants to tell your child,
“Follow your passion and do what makes you happy.” But the
Beaulieus say that’s not the best strategy for helping her survive the
tough times ahead.
The harsh truth is, some fields are likely to offer more long-term
job security than others. What makes your child happiest now might
be an unstable (at best) foundation for her financial future. The good
news is, there are plenty of fields that should continue to grow
through the coming depression, and chances are your child will be
able to find fulfillment in one of them.
“In fact, one industry that will experience growth and that many
young people will find appealing is the field of entertainment,” notes
A. Beaulieu. “As the middle class expands worldwide, leisure time in
search of entertainment is likely to be a burgeoning and potentially
lucrative field. While you can’t force your children to go into a spe-
cific career and field, you can do your best to inform, advise, and
guide them as they move into young adulthood.”
Lesson 7: Pad and protect your pocketbook with multiple
income streams. This way, when one source of cash comes under
pressure or fails, the other will be there to help maintain the house-
hold. Investment dividends and rental property, which even a house-
hold of one can maintain, make excellent sources of additional
income that can be saved for future use.
“Assuming you’re already teaching your children about investing
in equities, you can show them how much rental properties can pay
off by purchasing a small house, if possible, and renting it out,”
explains B. Beaulieu. “Put a portion of the profits into a savings
account for the child and consider putting his name on the deed so
that he’s a part owner. Your child can even get involved in small ways
like helping maintain the property, mowing the yard, etc. This way,
he’ll grow up seeing the benefits of having a second income stream.”
Lesson 8: As your family grows, try to diversify. Another way
to ensure multiple income streams are present is for wage earners in
the same household to be careful that they are not working in the
same industry or in the same section of the business cycle. This way,
it’s less likely that both individuals will lose their jobs at the same
time. You can explain this concept to your children by using people
you know as examples; for instance, “When Uncle Ted lost his job as
a newspaper editor, it was fortunate that Aunt Mildred still had her
job at the hospital.”
Lesson 9: If you can’t “find” a job, create one. While the Great
Depression will be difficult for many, rest assured that opportunities
will abound for those prepared to take them. Teach your children to
be entrepreneurial thinkers. Show them the importance of keeping a
watchful eye on unfilled wants and needs. Great options for instilling
this skill early on include doing yard work for neighbors, starting a
dog walking or dog sitting business, or for older kids, giving tutoring
lessons.
“If your child is prepared to think and act like an entrepreneur,
they can create a business to fill needs that are going unmet when
hard times hit,” says A. Beaulieu. “Entrepreneurs work smartly and
creatively and are prepared to take risks even when conditions aren’t
perfect. This will be a valuable attribute to have when job opportuni-
ties dwindle during the Great Depression.”
Lesson 10: When things go south, be ready to buy. If your chil-
dren heed the previous lessons, they’ll put themselves in a good posi-
tion for wealth creation. If and when the next Great Depression does
strike, equity prices on great companies will be cheap. People with
cash can move in and create future fortunes by being ready to buy.
Those who will use the depression to their advantage will also be
ready to buy real estate, as those values and their rental incomes will
surely escalate in a post-depression economy.
“Last, you and your children should be ready to buy businesses in
their entirety because the aging demographic and the sour economy
will produce incredible deals on entities that will eventually once
again be sound, cash-producing businesses,” states B. Beaulieu.
“Look for competitors who are running out of hope and cash—or
seek out these attributes in entirely new fields—and you will find that
you have created the basis for a business empire that may make you
and your offspring very wealthy in the 2040s and beyond.”
“Most people will fear the coming Great Depression and will
hope only to survive,” concludes A. Beaulieu. “But the steps outlined
here for our kids will turn the worst economic downturn in a century
into the opportunity of a lifetime. The preparation needs to begin
now.”
For more information, please visit www.wiley.com
The Next Great...
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California Beer Festival Brings the Best of Brews to San Dimas 
Featuring craft beers and breweries, live music, mouth-watering food truck fare and more at picturesque
Puddingstone Lake on Saturday, Sept. 6
The California Beer Festival
in San Dimas is all about two
things – great craft beer, and the
celebration of that beer.  Brew
aficionados and enthusiasts will
descend on Frank G. Bonelli
Regional Park on Sept. 6th,
from 12:30pm-5:00pm, to
delight in a multitude of craft
brews from such award-winning
companies as Karl Strauss,
Deschutes and Firestone
Walker, along with local
favorites Alosta Brewing Co.
and Hangar 24.  
With delicious food options
and over 60 craft beers on tap
and a selection of ciders to sam-
ple, hunger and thirst alike are
sure to be quenched.  The festi-
val will also feature live enter-
tainment including popular local
bands and other distractions like
Bikini Bocce Ball.  Participating
sponsors include:  Duke’s
Smoked Meats; Rubio’s;
Doubletree by Hilton
Claremont; and Island Brewing
Co.  Situated on the shady
shores of the park’s 250 acre
reservoir, the event is guaran-
teed to be “refreshing” in more
ways than one.
“The lakeside setting in the
rolling hills of the San Gabriel
Valley provides a beautiful
backdrop for a great day of beer
sampling, enjoying music, eat-
ing delicious food and generally
having fun,” says founder
Vincenzo Giammanco.   “We are
excited to be bringing some of
the best craft brews in the coun-
try to this spectacular San
Dimas location.”
Ticket prices will vary based
on type of entry and ticket
options include: VIP Early Bird
Experience; Craft Beer Heaven
Ticket; and Designated Driver
Ticket.  
• VIP Early Bird
Experience - $70
This exclusive (limited to
300 tickets) VIP experience is
ideal for the true hardcore Craft
Beer fans.  The VIP experience
will take place an hour prior to
the gates opening to the general
admission ticket holders.  Take
advantage of this great opportu-
nity to taste signature and sea-
sonal beers from participating
breweries and a chance to meet
the brewers and representatives
themselves!  VIP tickets
include: Access inside the CBF
gates an hour early;  samples of
reserve and specialty brews
from participating breweries;
(1) CBF souvenir pint glass;
access to the street taco bar (taco
bar hours 11:20 am-12:20 pm;
and (1) bottled water.  The VIP
pouring is from 11:30 a.m. to
12:30 p.m.
• Craft Beer Heaven
Ticket - $45
This is the perfect ticket for
individuals who are looking to
expand their mind and educate
themselves on new and old
styles of craft beer.  The Craft
Beer Heaven ticket includes: (1)
CBF souvenir tasting cup, sam-
ples of Craft Beer, live music
and bikini bocce ball!  
• Designated Driver
Ticket - $25
The ideal ticket for non-
drinkers who still want to go to
CBF to hang out with friends
and family and/or those respon-
sible for getting everyone home
safe.  The Designated Driver
ticket includes: entrance to the
festival, (1) free meal from any
food vendor inside the festival,
(1) bottled water, live music and
entertainment.  
Individuals must be 21 years
of age or older with a valid ID to
enter the California Beer
Festival. Tickets need to be
printed in advance and brought
continued on page 32
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NETWORKING IN BUSINESS AND LIFE
Ten Tips for Building Stronger Networks in Work and Life
How to connect to the people who matter.
Most people understand that
to be successful, they need to
network. But actually going out
and doing it is another matter.
People “are daunted by the task
and believe it requires inauthen-
tic, uncomfortable behavior and
is an activity that is inconsistent
with focusing on job perform-
ance,” says Jeffrey Pfeffer, a
Stanford professor of organiza-
tional behavior, who covers the
subject of networking as part of
his Paths to Power elective
course. Too often, he says, peo-
ple view networking “as some-
thing that ‘is not them’ or that
they could not see themselves
doing.”
But in a new e-book
coauthored with Ross Walker, a
2005 graduate of Stanford’s
MBA program, they argue that
networking ability is not just
important for career success —
“it is also crucial for getting
things accomplished and mak-
ing change inside organizations
in both the public and private
sector.”
The authors draw on
Walker’s experience, which was
shaped by an “ability to build
relationships and an efficient
and effective social network,”
they write. Walker became one
of the youngest members to
serve on the Stanford Board of
Trustees; found a career in his
chosen field of real estate,
where he has a successful real
estate investment fund; has
equity in Hollywood nightclubs;
and has a small ownership stake
in the Oakland Athletics Major
League Baseball team.
While at Stanford,
Walker had a reputation for
being a big-tent person. He
planned events and themed par-
ties that not only were entertain-
ing but also brought people
together. These events naturally
led to networks that would last
beyond his time at Stanford, but
Walker’s ability to make con-
nections did not stop there, says
Pfeffer, who was so impressed
that he wrote a case study chart-
ing Walker’s networking efforts.
They teamed up to write
“People Are the Name of the
Game: How to Be More
Successful in Your Career —
and Life.” Here are some tips
from the book.
Face Time Counts
Research by University of
Chicago professor Ronald Burt
shows that “being even one step
removed from the person within
the network almost completely
reduces the benefits to you,” the
authors wrote. “Simply put, net-
working is not something that
can, or should, be outsourced.”
Find a Mutual Connection
“People are the name of the
game — you must understand
how to read people quickly and
find what you have in com-
mon,” says Walker. “With so
much public information out
there, this is easier to do today.”
You are more likely to get a
response from someone if you
have already found a shared
interest or acquaintance in
advance of introducing yourself.
Create a Robust Network
Walker was initially interest-
ed in working in the hospitality
business, and through his
research learned that alumnus
Chip Conley had founded the
boutique hotel chain Joie de
Vivre Hospitality while he was
still in his mid-20s. When
Walker finally reached out to
Conley, the 1984 Stanford GSB
graduate had already heard of
him. “I got hit by three different
people simultaneously saying
‘you have to meet Ross
Walker,’” Conley recalled,
according to the case study. “All
of a sudden, you have him on
your radar in a big way.”
Be Specific
CEOs are busy people and
therefore are unlikely to respond
to vague requests or take on the
burden of finding ways to help
you. Help them to help you by
making a specific request. For
instance, when Walker met
Conley, he submitted a brief
one-page proposal to Conley in
which he asked for an internship
and offered to work for the sum-
mer without compensation. The
reason: “Walker believed that
you could not let high-profile
executives think for you. … [It
is] better to give them some-
thing tangible to consider,
because once you’ve left their
presence, they are not going to
spend more time thinking about
you.”
Be Diverse
Clearly, it is important to
link up to the influencers in your
intended field. But do not under-
estimate the importance of
“weak ties.” It is important to
create a diverse network —
diverse people, diverse indus-
tries and diverse locations —
even though these connections
may seem remote to your pres-
ent career or contemplated
future. Diversity can also help
when seeking funding for a
startup.
Do What You Say You Will
“Do not overpromise and
underdeliver, but instead, main-
tain credibility by doing the fol-
low-up work to always meet
your commitments,” the authors
write. “In financial parlance, it
is easier to exceed expectations
if those expectations are not
completely over the top or in
your face.” By keeping your
promises, your reputation
spreads throughout your net-
work. “The action of ‘moving
things from A to B’ or following
through as promised builds a
surprisingly rare reputation that
can be leveraged in a number of
ways as it builds the confidence
of others,” write Pfeffer and
Walker.
Be Genuine
The co-authors say that the
more you pursue your passion,
the more compelling your story
will be when you share it with
someone either by email or in
person.
Think Long-term
When Walker sought
investors for a real estate fund
he was creating, his connections
led him to a billionaire CEO in
Silicon Valley, who asked
Walker how much he wanted
him to invest. Walker suggested
he contribute whatever amount
he was comfortable with.
“Walker saw this first fund as
building a track record and, in
the process, cementing relation-
ships with people who would be
‘with him for a lifetime’ once
they had seen what he could
accomplish and gotten comfort-
able investing together,” Pfeffer
noted.
Consider Your Approach
“Crafting emails can be an
art sometimes,” Walker notes. “I
always take time to think of the
subject line. I try to write some-
thing there that reflects a con-
nection. For example, if you are
a student and you are contacting
an alumnus, I might write
‘Current Stanford GSB Student
Inquiry,’ as I know that most
alumni enjoy hearing from cur-
rent students for a number of
reasons.”
Stay in Touch and Give
Back
An easy way to keep in
touch with those in your net-
work is to send them emails now
and then, introducing them to
people who will be helpful addi-
tions to their networks. And, like
Walker does, respond when oth-
ers seek to add you to their cir-
cles.
continued on page 32
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SBA Lenders Serving the Inland Empire
Ranked by loans funded ($ Amount)  (Riverside & San Bernardino Counties)
Company Name SBA Loans Number of SBA Types of Loans Offered: Types SBA Loans Funded: Number of Offices: Top Local Executive
Address Funded 05/12-04/13 Loans Funded 7A Intl. Loans Programs Inland Empire Title
City, State, Zip ($ Amount)* 5/12-04/13 504 Seas’l. Line of Cred. Companywide Phone/Fax
Contract Loan Prg. Small Loan Programs  E-Mail Address
Union Bank of California NA $33,025,616 45 Yes No 15 David De Filippo
1. 3536 Concours, Ste. 300 Yes No 407 Regional VP & Manager
Ontario, CA 91764 No No (909) 244-1250/980-5195
david.defilippo@unionbank.com
US Bank $28,164,200 40 Yes Yes 330 Christopher Otto
2. 3590 Central Ave. Yes Yes 2,887 VP/SBA Business Dev.
Riverside, CA 92506 Yes Yes (951) 514-9873/255-4748
christopher.otto@usbank.com
EDF Resource Capital, Inc. $21,872,000 28 No No 1 Ron Valladao
3. 1050 Iron Point Rd. Yes No 13 (916) 962-3669/962-1822
Folsom, CA 95630 No Yes rvalladao@resourcecapital.com
Citizens Business Bank $18,786,793 18 Yes No 10 Mark C. Richardson
4. 701 N. Haven Ave. Yes No 47 SVP/Manager Real Estate Banking Grp.
Ontario, CA 91764 No No (626) 564-6234/578-9456
mcrichardson@cbbank.com
Hanmi Bank $16,723,000 6 Yes No 1 Jae S. Yoo
5. 3327 Wilshire Blvd. Yes No 27 President/CEO
Los Angeles, CA 90010 No Yes (213) 427-5657/427-5774
www.hanmi.com
Enterprise Funding Corp. $16,109,000 12 No No 1 Jeffery C. Sceranka
6. 300 E. State St., Ste. 230 Yes No 1 President/CEO
Redlands, CA 92373 No Yes (909) 792-3803/792-3813
jeff@efcj04.com
Wells Fargo Bank SBA Lenders $16,029,700 41 Yes Yes 4 Steven W. Doss
7. 500 La Terraza Blvd., Ste. 200 Yes Yes 7 VP, Reg. Sales Manager
Escondido, CA 92025 Yes Yes (760) 432-5319
steven.w.doss@wellsfargo.com
AMPAC Tri-State CDC, Inc. $9,645,000 14 No No 1 Hilda Kennedy
8. 225 W. Hospitality Ln. Yes Yes 1 Founder/Executive Director
San Bernardino, CA 92408 No No (909) 915-1706/387-0810
www.tristatecdl.com
Security Bank of California $7,980,000 13 Yes No 4 James Robenson
9. 3403 Tenth St., Ste. 100 Yes No 4 Chairman
Riverside, CA 92501 Yes Yes 951-368-BANK
info@securitybankca.com
Dotular Community Bank $6,806,200 29 Yes Lydia Fiscorondo
10. 888 Disneyland Dr. Yes VP Western Regional Sales Mgr.
Anaheim, CA 92802 No (714) 864-5057/864-5103
CIT, Small Business Lending $3,044,000 7 Yes No 0 Julie Johnson
11. 7755 Center Ave., Ste. 1100 Yes No 50 Regional Acct. Manager
Huntington Beach, CA 92647 No No (714) 842-2380/375-5761
julie.johnson@cit.com
First California Bank $2,792,200 4 Yes No 3 Cg Kum
12. 218 E. State St. Yes No 21 CEO
Redlands, CA 92373 Yes Yes (909) 798-3611/335-2363
www.fcbank.com
Southland Economic Devel Corp. $2,488,000 6 No No 0 Matthew Davis
13. 400 N. Tustin Ave., Ste. 125 Yes No 2 President
Santa Ana, CA 92705 No No (714) 647-1143/(714) 868-0003
mdavis@southlandedc.com
Community Bank $2,345,000 6 Yes Yes 5 Deborah G. Gallagher
14. 1041 W. Badillo St., Ste. 115 Yes Yes 13 Senior Vice President
Covina, CA 91722 Yes Yes (626) 732-1325
dgallagher@cbank.com
Pacific Western Bank $2,289,300 4 Yes No 8 Tabatha Steinburg
15. 900 Canterbury Pl., Ste. 300 Yes No 7 Branch Manager
Escondido, CA 92025 No No (760) 432-1350/432-1359
California Bank & Trust $2,089,000 18 Yes Yes 6 Andre Ellis
16. 102 N. Yale Ave. Yes Yes 93 V.P./Manager
Claremont, CA 91711 No Yes (909) 624-9091/625-2982
ellisa@calbt.com
Wilshire State Bank $1,937,500 8 WND WND 2 Anna Chung
17. 3200 Wilshire Blvd., Ste. 510 20 Exec. VP, SBA Dept. Manager
Los Angeles, CA 90010 (213) 637-9742/637-2767
Citibank NA $1,885,000 7 Yes No 62 Michelle Doke
18. 320 N. Harbor Blvd., Ste. A Yes No 397 Senior Credit Officer
Fullerton, CA 92832 No No (626) 283-3510/(714) 525-9967
rudy.cabadas@citi.com
BBVA Bancomer USA $1,634,000 4 Yes No 6 Manuel Orozco
19. 24010 Sunnymead Blvd. Yes No 31 President/CEO
Moreno Valley, CA 92553 No Yes (951) 242-1959/242-3324
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright 2014 by IEBJ.
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REAL ESTATE NOTES
Lease Signings at Empire Towers in Ontario Exceed $27
Million in the First Six Months of 2014
Lease signings from the first half of 2014 at Empire Towers in
the Ontario Airport office market have totaled more than $27.7 mil-
lion and about 232k square feet of space. These most recent signings
include a number of major corporate players in the Inland Empire,
including Wells Fargo Bank, Merrill Lynch, CBRE, Windsor Foods,
National General Insurance, First American Title and Liberty
Mutual. 
“The Inland Empire office market has made a remarkable recov-
ery in 2014, with vacancy rates expected to decrease this year to lev-
els last seen in 2008 before the recession,” states Phil Woodford,
senior vice president of CBRE, the leasing agent for Empire Towers.
“Given the current pace of leasing activity and demand from tenants
presently located in Ontario and tenants from outside of the County,
we now forecast that occupancy will reach levels to support signif-
icant increases in rental rates this year and into 2015.” 
An anchor tenant at Empire Towers since 1998, CBRE recently
extended its lease in Empire Towers for 10 years, which included
converting the premises facing the 10 Freeway to its new open
office format. CBRE has converted many of its regional offices
across the country to this new design, reducing its footprint and
improving operating efficiencies. CBRE is one of several major cor-
porations, such as David Evans & Associates, Sedgwick and Wells
Fargo that have made long-term commitments to the Ontario area
due to improving dynamics and solid long-term trends existing in
the Inland Empire. 
“Along with Corona and Downtown Riverside, the Ontario
office market, is filling up with larger spaces becoming increasing-
ly scarce,” said Scott Flemer, executive vice president of CIP Real
Estate. “We are spending considerable capital to renovate our prop-
erties to accommodate increased demand. It’s about having attrac-
tive space ready-to-go,” adds Flemer. 
CIP Real Estate is the manager and co-owner of four of the six
buildings at Empire Towers with an affiliate of Guggenheim Real
Estate. 
Barstow Retail Property Sells for $53/Square Foot
A 68.4k-square-foot, multi-tenant retail center in Barstow
recently sold for $3.6 million, or roughly $53/square foot. The cen-
ter, located on 6.12 acres at 1303-1313 E. Main Street, is anchored
by Family Dollar, Aaron’s, and Wienershcnitzel. 
Vic Gausepohl and Kirk Allison of Colliers International repre-
sented the buyer, Barstow Town Square LLC. Brad Umansky, Kenia
Drugan, Greg Bedell of Progressive Real Estate Partners repped the
seller, The Steele Family Trust. 
“The purchase of Barstow Plaza was a great opportunity to
invest in a well-positioned asset in a high growth-rate area,” said
Gausepohl, senior vice president at Colliers International, “This
property also has a great value-add opportunity with 30k square feet
of available retail anchor/junior anchor space.” 
New 130-Bed Residence Hall Under Construction at Harvey
Mudd College
Bernards has been selected to manage construction of a new res-
idence hall for Harvey Mudd College (HMC), a private liberal-arts
college that is one of seven academic institutions comprising the
Claremont Colleges. A collaboration of Bernards, HMC and the
designer, Los Angeles-based Pfeiffer Partners Architects, site work
is just underway on this three-story, 130-bed student housing proj-
ect, which will be located just east of the existing Sontag Residence
Hall, and will target LEED® Silver certification. 
The HMC campus adjoins the Claremont Colleges, four other
undergraduate colleges and two graduate school campuses in
Claremont. Bernards previously managed construction of the
award-winning, LEED® Silver-certified Kravis Center, a five-story,
contemporary multi-use facility, on the adjoining Claremont
McKenna College (CMC) campus. Likened to a work of art, this
unique, 135k-square-foot structure was voted the Best Educational
Project in the U.S, and garnered awards from the Los Angeles
Business Council (LABC) and Engineering News Record (ENR).
Additionally, Bernards served as builder of the Claremont Student
Residence Hall and the Pomona College Physical Education
Facility, making the new HMC Residence Hall Bernards’ fourth
project within the Claremont Colleges consortium. 
“Our team of construction professionals is sensitive to the chal-
lenges presented by working on active educational campuses,” said
Bernards Senior Vice President Jeff M. Bernards. “We have devel-
oped a variety of strategies to minimize disruptions to students, fac-
ulty and staff, and to maximize safety,” he added. “These strategies
are customized to meet the needs, expectations and timetable of our
client, without impeding regular campus activities. They might
include implementing flexible/alternative work schedules to prevent
noise disruptions that interrupt school operations and concentration
of students and faculty, and rerouting pedestrian traffic to maintain
safety,” Bernards explained, pointing out that Bernards has success-
fully implemented similar strategies at schools and academic insti-
tutions throughout the state. 
Bernards brings an abundance of student housing knowledge to
Harvey Mudd College, as well as sustainable building expertise and
extensive experience in constructing academic facilities, in general.
In fact, Bernards has over 40 LEED®-Accredited construction pro-
fessionals and has completed 24 LEED®-certified projects includ-
ing Bernards’ LEED® Silver-Certified headquarters building.
Preconstruction and construction of the HMC project is on an inte-
grated fast track, with site work already in progress this month.
Employing Virtual Design & Construction (VDC) and Building
Information Modeling (BIM) tools, Bernards is working closely
with the Pfeiffer architecture and engineering teams to advance
completion of drawings. Applying VDC and BIM, the Bernards
team will also provide recommendations for improving construction
efficiencies to bring the project in on time and on budget, while
maintaining the designer’s aesthetic vision. 
Meanwhile, Bernards is creating a room model mock-up that
showcases the new residence hall design. The model is scheduled to
be on display in the lobby of HMC’s Platt Campus Center for view-
ing by students and parents by mid-August. Construction of the res-
ident hall is scheduled for completion by August of 2015, in time for
occupancy for the fall 2015 semester.
Safeway Storage Expands with 119k Square-Foot Rialto
Industrial Buy
Safeway Storage recently purchased a 119.4k-square-foot indus-
trial facility in Rialto to accommodate its expansion needs. Safeway
Storage is a storage provider for indoor and outdoor RVs, motor
homes, ATVs, and other commercial/recreational vehicles. 
The Rialto facility, located at 371 S. Cactus Street, is a concrete
tilt-up structure situated on approximately six acres of land. The
company is planning on relocating
from its current Mira Loma site in continued on page 17
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Hillside Farms Announces New U.S. Factory in Ontario
Family-Owned Pet Treat Company Sets the Bar in Quality Manufacturing
Hillside Farms, the leading
name in premium, wholesome
dog treats including One
Rewards, Kingdom Pets, and
Benni & Penni, is proud to
announce plans for a new US
facility.
“We’re thrilled to be
expanding our production
capabilities here in the U.S.
and Southern California,” said
Steve King, vice president
sales and marketing. “As a pet-
passionate team, we’re always
looking for ways to better
serve our customers and their
four-legged family members.
This new facility will allow us
to expand the availability of
our wholesome, lean meat
treats throughout North
America.”
The Hillside Farms factory
will operate under FDA regula-
tions and inspection, featuring
state-of-the-art automation in
processing, production and
packaging operations. This
new manufacturing facility
will operate at a maximum
level of efficiency while main-
taining the company’s impec-
cable global standard for quali-
ty and safety that customers
have come to expect.
The new facilities will also
mark the launch of a new line
of jerky treats for the company,
American Authentics. Made
with lean, U.S. grown chicken,
these delicious jerky treats are
high in protein while being low
in fat and low in calories. 
“We’ve sold over 800 mil-
lion treats here in the US and
we believe that it was high time
we had a facility here to meet
this growing demand while at
the same time supporting
California business,” added
King. “As we continue to
expand, our treats will always
reflect our core commitment to
wholesome, premium products
that improve the quality of life
for our favorite furry friends.”
The new Southern
California manufacturing facil-
ity is located in Ontario.  The
factory covers more than
100,000 square feet and has the
potential to bring roughly 60
jobs to the area. 
About Hillside Farms
Hillside Farms is a family-
owned company based in
Southern California. With over
8 years of experience, they
have become one of largest
suppliers of premium dog
treats in the world, having sold
more than 800 million treats in
the USA alone. As loving pet
owners, the Hillside Farms
team wants every “family
member” to have products that
help keep them healthy and
happy. To assure the highest
quality of all Hillside Farms
treats, every product undergoes
testing for nutritional content,
and every batch receives com-
prehensive lab testing to ensure
they are contaminate free and
safe. Specific feeding recom-
mendations are developed by
an independent Pet Nutritionist
and listed on each package. In
addition to the US market,
Hillside Farms and its manu-
facturing partners distribute
worldwide to the UK, Canada,
Japan, Germany, Korea, Hong
Kong, Singapore, Russia,
France, the Netherlands, Czech
Republic, the Middle East,
Australia, New Zealand, and
other countries across the
globe. 
Senator Morrell Brings Inland Empire Community Together
for Disaster reparedness Forum
On Aug. 15, Senator Mike
Morrell (R-Rancho
Cucamonga) partnered with
the nonprofit Building
Resilient Communities to host
the second annual Ark of
Safety Forum, a program
focused on improving disaster
preparedness networks in the
Inland Empire. This year’s
event was held at the San
Jacinto Assembly of God.
The Ark of Safety Forum
was begun out of recognition
that when disasters strike, the
demand for assistance is over-
whelming and the public often
seeks help from non-profit and
faith-based organizations as
well as government agencies. 
The event provides an
opportunity for these groups
to work together and proac-
tively develop emergency
plans that can best serve their
community. 
During his opening
remarks, Senator Morrell
highlighted the critical role
that houses of worship play
during natural disasters. Knit
into the fabric of their commu-
nities, these groups have the
local knowledge and infra-
structure needed to respond
immediately, especially at
times when emergency per-
sonnel are spread thin. 
Senator Morrell noted that
the lasting images in the after-
math of Hurricanes Katrina
and Sandy are of people iso-
lated from the resources and
the assistance of government
disaster response agencies.
Debra Williams, president
of Building Resilient
Communities and founder of
the Ark of Safety program,
reinforced these points as she
underscored the importance of
planning ahead, including the
need to establish an emer-
gency safety net across the
Inland Empire.
The forum’s keynote
address was delivered by San
Jacinto City Councilmember
Scott Miller, who shared his
first-hand experience working
with relief organizations dur-
ing Hurricane Katrina and
other natural disasters. Other
elected officials in attendance
included San Jacinto Mayor
Alonso Ledezma, San Jacinto
Mayor Pro Tem Crystal Ruiz,
San Jacinto City
Councilmember Mark Bartel,
and Banning Mayor Pro Tem
Art Welch.
After the general session,
participants attended work-
shops covering topics such as
feeding and sheltering the
public and a demonstration by
the Riverside County Fire
Department’s Community
Emergency Response Team
(CERT). Representatives from
the local Voluntary
Organizations Active in
Disaster (VOAD), Riverside
County Office of Emergency
Services, American Red
Cross, Community Access
Center, and Multi-Joint Action
Advisory Group were also on
hand.
The 2014 Ark of Safety
Forum was sponsored by
Young Homes, Molina
Healthcare, and Desert Arc.
Senator Mike Morrell
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September. 
The acquisition was financed
with $4.5 million that was arranged
by Los Angeles-based Business Finance Capital (BFC). Carly
Naples, business development director overseeing BFC’s Inland
Empire activities, arranged an SBA 504 second trust deed for $1.8
million, and a first trust deed of $2.25 million, which was funded by
Plaza Bank, represented by Trevor Noel. 
“The move will allow for expansion of Safeway Storage’s oper-
ations throughout the Southland. The increase in warehouse space
will also generate additional income from rental storage space for
the company’s customers as present locations were saturated,”
Dilfer said. Safeway Storage also has a facility in Redlands. 
Amazon to Take 700k-Square-Foot Inland Empire
Distribution Space
We’ve learned that Amazon.com Inc has agreed to a new lease
for 704k square feet of space in Redlands, in what will be the firm’s
fifth California fulfillment center. The new facility is a development
of Clarion Partners, with Trammell Crow Company acting as the
construction manager. 
Since opening its first fulfillment center in the state under two
years ago, Amazon has created thousands of full-time jobs and
expanded its presence to nearly 5 million square feet. Amazon’s
other California fulfillment centers are located in San Bernardino,
Moreno Valley, Patterson and Tracy. Ruben Goodsell, Peter
McWilliams, Mike McCrary and Nicole Welch of JLL represented
Clarion Partners in the deal. We’ll give you more details when we
learn more. 
Clark’s Nutrition and Natural Food Market Leases 46k
Square Feet of Retail Space in Chino
Clark’s Nutrition and Natural Food Market inked a lease for a
46.1k-square-foot anchor space at Mountain Village Plaza, a 90k-
square-foot neighborhood center in Chino. The new store is expect-
ed to open in fall of 2014. 
Built in 1987, Mountain Village Plaza is located at 12835
Mountain Avenue. The center, home to Fitness 19, Starbucks,
Round Table Pizza and Mobil Oil, enjoys strong demographics with
over 135,000 people residing in a three-mile radius with an average
income in excess of $75,000. 
The new store will carry a wide variety of whole and organic
foods, bulk foods and dairy and deli items. They will also offer a
large selection of vitamins, supplements and other health and beau-
ty products. A renovation of the storefront was completed in 2005
and Clark’s Nutrition intends to invest $2 million in upgrades to the
interior to enhance the customer shopping experience. Clark’s
Nutrition plans to hire 40 new employees to staff the store. 
The Progressive Real Estate Partners team of Brad Umansky
and Paul Galmarini of Progressive Real Estate Partners represented
the landlord in the transaction. 
According to Umansky, president of Progressive Real Estate
Partners, “This location presented a perfect opportunity for Clark’s
Nutrition to open a fourth Inland Empire store and expand their
reach to a new customer base. The store will be a strong addition to
both the shopping center and the community.”
Decron Properties Corp Picks Up 440-Unit Chino Hills
Residential Complex for $82 Million
Los Angeles-based Decron Properties Corp has acquired Village
Crossing, a 440-unit garden-style, multifamily apartment communi-
ty on a 22-acre site in Chino Hills, for $82.25 million ($187/sf). The
asset was sold by Invesco Real Estate. 
Decron, which owns and manages 5,155 multifamily apartment
units throughout California with another 460 units under develop-
ment, will invest an additional $9.2 million – or $21k per unit -- on
substantial renovations to the community to transition it from a
“Class B” to “Class A” asset. After renovations are completed, the
average rents at Village Crossing will range between $1,350 and
$1,750 a month, which conforms with the three times rent/income
multiple, for young families with an annual household income
between $50,000 and $65,000. 
“Young families are being priced out of the major, urban metro-
politan centers, and they are not looking for nor can afford to buy a
home,” said David J. Nagel, president and CEO of Decron
Properties Corp. “They want a quality rental that gives them certain
levels of security and comfort, and ultimately luxury at a price point
they can afford.” 
According to a recent study by the UCLA Ziman Center for Real
Estate, Los Angeles is the most unaffordable rental market in the
United States. According to the report, 54% of renters in the Greater
Los Angeles area spend at least half of their income on rent, which
falls into what UCLA refers as “severe rent burden.” 
“Everyone is talking about the Millennials and the changes
they’re making to the urban, downtown areas,” Nagel added. “But
there are plenty of young families that also need quality housing and
good schools, and can’t afford or don’t want to be downtown. We’re
seeing this not only in Los Angeles, but in markets all over the West
Coast – from San Diego to San Francisco to Seattle. This is an
underserved demographic, and we’re catering to them.” 
Decron’s Improvements to Village Crossing will include com-
pletely renovated kitchens with granite countertops, wood-like vinyl
plank flooring, modern lighting, stainless steel appliances, new
hardware and fixtures, and in-unit washers and dryers. The commu-
nity’s three pool areas will be remodeled to include fire pits, resort-
quality outdoor lounge furniture, and BBQ grills. Decron also
intends to repurpose underutilized space to create a start-of-the-art,
two-story clubhouse, with a 1.5k square foot fitness center and 1k-
square-foot WiFi lounge and game room. Interior unit finishes and
common area amenity package will match or exceed its competitors,
including the newly constructed apartment projects in the area,
according to Decron. 
Village Crossing represents Decron’s third investment over the
last two years in 1980s-era apartment buildings with this type of
business plan. In 2012, Decron acquired a 397-unit apartment proj-
ect in Simi Valley for $70 million; in 2013, Decron acquired a sim-
ilar 370-unit project in Moorpark for $84.4 million. These invest-
ments demonstrate a focus on acquiring real estate in well-located
suburban areas, near major employment areas, with strong school
districts, where Decron can still offer rents at a three-times rent
income multiple based on the local demographic. 
Decron Properties represented itself in the acquisition, while
Ryan Fitzpatrick and Sean Deasy of HFF repped the seller.
Canyon Catalyst Fund and Sack Properties Team Up on Two
SoCal Apartment Buys
A partnership of Canyon Catalyst Fund and Sack Properties
recently closed on two SoCal multifamily investments. One of the
properties is an 85-unit, townhome-style rental community in West
Covina and the other is a 136-unit property in Upland. 
One of the acquisitions, South Hills Apartments, sits on five
acres in West Covina with excellent access to I-10, and close prox-
imity to two California distinguished schools as well as regional
retail and employment centers that serve the San Gabriel Valley and
greater Los Angeles area. The community includes 20 separate
buildings ranging from two to three
Real Estate...
continued from pg. 15
continued on page 20
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N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort is made to ensure the
accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Researched
by Michael R. Natzic with Crowell, Weedon & Co. / SNL Securities. Copyright 2014 by IEBJ.
Banks in the Inland Empire
Ranked by Total Assets, 2nd Quarter Data 2014
Bank Name Tangible Assets $ % Tangible Capital % Tangible Capital % Risk Based Income $ Top Executive/Title
Address (Headquarters) % Change ( R.O.A.E.) Ratio Capital Ratio Address (I.E.) if different
City, State, Zip City, State, Zip
Phone/Fax
E-Mail Address
JPMorgan Chase & Co. 2,520,336,000,000 11.15% 7.20% 12.49% 5,985,000,000 James Dimon/Chairman, President & CEO
1. 270 Park Ave. 7.00% 8108 Milliken Ave,
New York, NY 10017 Rancho Cucamonga, CA 91730
(909) 944-2085 /270-1648
www.jpmorganchase.com
Bank of America California 2,172,001,000,000 3.89% 7.75% 15.33% 2,291,000,000 Brian Thomas Moynihan/President & CEO
2. 100 N. Tryon St. 3.62% 11570 4th St.
Charlotte, NC 28255 Rancho Cucamonga, CA 91730
(909) 980-0287
www.bankofamerica.com
Citibank 1,909,715,000,000 0.34% 9.65% 14.44% 181,000,000 Michael L Corbat/CEO
3. 399 Park Ave. 3.16% 10590 Baseline Rd
New York, NY 10043 Rancho Cucamonga, CA 91730
(800) 274-6660/(909) 948-7618
www.citibank.com
Wells Fargo & Company 1,598,874,000,000 12.79% 9.57% 15.89% 5,726,000,000 John G. Stumpf/Chairman, President & CEO
4. 420 Montgomery St. 13.49% 5120 Moreno St.
San Francisco, CA 94104 Montclair, CA 91763-1523
(888) 249-3302/(415)396-6829
www.wellsfargo.com
U.S. Bank 384,193,608,000 14.25% 7.91% 12.99% 1,434,795,000 Richard K. Davis/President & CEO 
5. 425 Walnut St. 18.62% 2280 S. Grove Ave.
Cincinnati, OH 45202 Ontario, CA 91761
(909) 947-8586/930-1375
www.usbank.com
Union Bank, N.A. 108,229,276,000 6.32% 10.65% 14.79% 228,567,000 Katsumi Hatao/President & CEO
6. 400 California St. 5.75% 3998 Inland Empire Blvd.
San Francisco, CA 94104 Ontario, CA 91764
(909) 944-3343/(415) 765-3507
www.unionbank.com
Bank of the West 69,150,420,000 4.24% 11.68% 15.13% 125,020,000 J. Michael Shepherd/Chairman & CEO
7. 180 Montgomery St. 8.42% 8311 Haven Ave., Ste. 100
San Francisco, CA 94104 Rancho Cucamonga, CA 91730
(909) 941-2223/765-4858
www.bankofthewest.com
BBVA Compass 69,076,722,000 3.88% 9.02% 13.94% 105,355,000 Thomas Galindo
8. 901 Via Piemonte, Ste. 140 6.75% Market President
Ontario, CA 91764 (909) 285-3932/(951) 323-8076
thomas.galindo@bbvacompass.com
City National Bank 30,498,775,000 9.96% 7.26% 12.78% 65,992,000 Russell D. Goldsmith/Chairman & CEO
9. 555 S. Flower St. 13.66% 3633 Inland Empire Blvd.
Los Angeles, CA 90071 Ontario, CA 91764
(909) 481-2470/481-2472
www.cnb.com
East West Bank 27,431,360,000 12.29% 7.94% 11.73% 79,844,000 Dominic Ng/Chairman & CEO
10. 135 N. Los Robles Ave. 2.23% 3237 E. Guasti Rd., Ste. 110
Pasadena, CA 91101 Ontario, CA 91764
(626) 768-6000/817-8880
www.eastwestbank.com
First-Citizens Bank & Trust 21,730,143,000 5.37% 9.13% 15.13% 27,442,000 Frank Brown Holding Jr./Chairman & CEO
11. 239 Fayetteville St. -2.16% 3595 Inland Empire Blvd., Ste. 2100
Raleigh, NC 27501 (909) 483-2470/919-7769
www.firstcitizens.com
Pacific Western Bank 15,377,135,000 2.97% 11.38% 13.32% 15,606,000 Matthew P. Wagner/Chairman & CEO
12. 401 W. A St. 545.08% 2401 South Grove Ave.
San Diego, CA 92101 Ontario, CA 91761
(909) 947-1126/947-9436
www.pacificwesternbank.com
Rabobank, N.A. 14,310,000,000 2.28% 10.15% 14.81% 13,000,000 John Ryan
13. 41-990 Cook St., Ste. 701 9.32% CEO
Palm Desert, CA 92211 (760) 776-4100/776-4433
www.rabobankamerica.com
FirstBank 13,941,733,000 16.27% 8.15% 16.96% 45,714,000 John A. Lkard/President & CEO
14. 12345 W. Colfax Ave. -1.94% 39575 Washington St., Ste. 101
Lakewood, CO 80215 Palm Desert, CA 92211
(760) 772-2200/836-3576
www.efirstbank.com
California Bank & Trust 11,076,212,000 7.59% 10.79% 14.02% 29,046,000 David E. Blackford/President & CEO
15. 11622 El Camino Real -0.62% 2009 W. Foothill Blvd.
San Diego, CA 92130 Upland, CA 91786
(909) 920-6664/595-4504
www.calbanktrust.com
Citizens Business Bank 7,417,773,000 12.60% 10.63% 18.46% 26,534,000 Christopher D. Myers
16. 701 N. Haven Ave. 30.19% President & CEO
Ontario, CA 91764 (909) 980-1080/481-2135
www.cbbank.com
Mutual of Omaha Bank 6,745,157,000 3.79% 8.20% 11.86% 6,827,000 Jeffrey R. Schmid
17. 11930 Foothills Blvd. 12.13% Chairman & CEO
Rancho Cucamonga, CA 91739 (909) 919-7220/477-3217
www.mutualofomahabank.com
AmericanWest Bank 4,043,281,000 4.58% 11.64% 13.43% 6,171,000 Scott A. Kisting
18. 3999 E. Inland Empire Blvd. 15.33% Chairman & CEO
Ontario, CA 91764 (909) 483-8888
www.awbank.net
continued on page. 23
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Five Ways to Generate Revenue from Social Media
You’ve built your fan base on Facebook and recruited followers on Twitter. 
Can you generate revenue for your company from those—or other social media—channels? Here are five
suggestions for using social media as a sales tool.
By Kathleen McEntee and Associates, Ltd.
Post or tweet a promotion. Offer a discount or a freebie to your
fans and followers. Offer a free soda with a meal, a discount on
shoes, a free consultation, white papers on products, an exclusive
gift—anything that you think will be of interest and will entice users
to act. Use a specific promo code to track and measure the effective-
ness of the promotion.
Create a contest. Advertise a contest to win a gift certificate or fun
prize. Provide users with a link to register at your website or email an
entry. Clearly spell out the terms of the contest and how the winner
will be selected. Be creative. You might want to ask people to upload
a pertinent photograph (like a favorite pet photo for a grooming busi-
ness) or write a short paragraph answering a relevant contest ques-
tion. To make it easy on yourself, specify that submissions become
the property of your business and are not returnable. Make sure to
post the winner(s) on your website so the participants know the con-
test is legit.
Announce new products and services. Roll out new products and
services on social media and forum boards and include a link for peo-
ple to respond directly to a page on your website. You can always
keep the web page hidden from your site navigation to keep it “exclu-
sive” to social media users and their referrals. Specially worded con-
tact forms on that page can help you to discern customers who email
you as a result of your Facebook or Twitter announcement. More spe-
cific information and a mechanism for customers to “act now” on that
web page can help close the sale. If you have a good analytics pro-
gram in place, you can gauge how much traffic you generated from
the announcement. 
Experiment with ads. If you have a Facebook business page,
advertise your company to other Facebook users. Pay for impressions
or for click throughs. Fine-tune the social demographic you are seek-
ing to solicit, and select a specific dollar amount you want to spend
daily on the ad. You can select specific days, or a range of days for
the ad to display. If you opt to pay for click-throughs, even if nobody
follows through to your Facebook page or your website, thousands of
impressions will help make you more visible to users. View reports
to determine the success of any given ad. Linked In also offers the
ability to advertise—to other professionals. You can create up to ten
ads which will rotate and fine-tune demographics (including by
industry and management position). Select the maximum daily
amount you wish to spend, minimum bid per click or view, and end
date. You can cancel the ad at any time. Like Facebook, you can view
advertising reports. See which ads were the most effective, and pull
unsuccessful ads from rotation. Twitter is rolling out the ability to
advertise too—worth a look!
Reward referrals. Ask your followers to refer others to your busi-
ness. If you have a small or manage- continued on page 32
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Chaffey College Foundation, The A.
Gary Anderson Graduate School of
Management, Leukemia Society,
California State University San Bernardino, The Unforgettables and
many local chambers of commerce.  His recent event which he initi-
ated was a huge undertaking.  On October 2011, Anthony, along with
much help from the local community, organized a wedding for 10
military couples returning from Iraq and Afghanistan—it was called
Community Cupid and made national headlines. He was very proud
and happy to assist in their special day.  
Tributes from—
“Bill was  my  mentor and an advocate  in the importance of inter-
national trade.
“This year 20th Annual Inland Empire World Trade Conference
was a major milestone as a result of Bill's vision and annual contri-
bution in recognizing the success of small-medium exporters. We
will miss him.”
Fred Latuperissa, Director, U.S. Department of Commerce,
International Trade Administration
“A true legend in Inland Empire media, and a man I have called
my business and personal mentor for more than 20 years, Bill
Anthony, publisher of the Inland Empire Business Journal, radio and
television host, special events producer, New World International
Wine Competition producer, restaurant review connoisseur... and so
much more... passed away last month. Our prayers and blessings go
to his beautiful wife, Ingrid, his children and grandchildren... and to
all of Bill’s devoted fans and business acquaintances. Bill, you will
never be replaced in our hearts where your will live on forever. God's
speed dear friend.
“Who remembers “Operation Community Cupid?” After waking
from a coma a few years ago, Bill Anthony shared a dream he
encountered about our proud military vets returning from Iraq and
Afghanistan only to realize their dreams of marriage and a career
were dashed by the great recession. He inspired me and the entire
community to create fairytale weddings for 10 young military cou-
ples. I remember dancing with Ingrid with eight beautiful brides at
the Ontario Airport Hilton. Too many wonderful memories of that
day to share here.  Ask me sometime.
“It was my distinct honor to present Bill Anthony with the presti-
gious “Communications and Leadership Award” from the Inland
Empire District 12 of Toastmasters international the same year that
Bill helped us host the Toastmasters International President Neil
Wilkinson in 1993.” 
Bill Cortus, CFP, Financial Consultant, Thrivent Financial—
“Joanie and I will be forever grateful for having Bill and his wife,
Ingrid, in our lives. They’ve been our cheerleaders from day one and
a real encouragement when we most needed it. Bill was a man of
many virtues: honest, ethical, kind, and industrious just to name a
few. He was also a man of many talents as a successful businessman,
publisher, and one of our region’s most generous individuals.
Countless nonprofits and charities benefited from the funds raised at
his annual winetasting event. But above all this, Bill was a man of
faith who honored God and lived life to its fullest, remaining a fight-
er to the end. Joanie and I will miss him. May he rest in peace.”   
Mike Morrell, Senator from 23rd Senate District —
Bill was born on Aug. 9, 1939 in New York City and moved to
California in 1966. He graduated from Fordham University with a
bachelor of science degree.  He is survived by his wife, Ingrid, his
two daughters, Christine and Joann,
Publisher...
continued from pg. 1
stories and it has a mix of one-,
two-, and three-bedroom flats and
large townhome-style floor plans. 
The team’s property improvement program will focus on exe-
cuting common area and unit interior upgrades. Joe Leon of JLL
represented the seller in the transaction. 
The Upland property is Parc Claremont, a fully-occupied apart-
ment community located minutes away from the Montclair
Metrolink and The Claremont Colleges, which include Claremont
McKenna, Harvey Mudd, Pitzer, Pomona, and Scripps College
among others. 
The community includes 12 separate buildings on 6.3 acres with
a mix of one- and two-bedroom apartments. As with South Hills,
Parc Claremont will also undergo significant improvements includ-
ing interior apartment upgrades, a fitness center, and updated land-
scaping and amenities. 
Formed in 2013, the partnership between Sack Properties and
the Canyon Catalyst Fund is focused on acquiring up to $100 mil-
lion in apartment communities in urban markets throughout
California. Both purchases were made as part of an expansion in the
investment mandate of Sack Properties to include Southern
California in addition to their Bay Area target market.
The Picerne Group Breaks Ground on New 298-Unit
Ontario Res Project
The Picerne Group recently broke ground on Vistara, a Class A,
298-unit apartment community at Haven Avenue and 4th Street in
Ontario. The project is expected to be completed and ready to lease
by the 2nd quarter of 2015. 
The community, which is being
Real Estate...
continued from pg. 17
continued on page 26
continued on page 32
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Construction Employment Increases in 223 Metro Areas Between July 2013 and 2014 as 25% of Firms
Report Turning Down Work Because of Labor Shortages 
Construction employment
expanded in 223 metro areas,
declined in 72 and was stagnant
in 44 between July 2013 and
July 2014, according to a new
analysis of federal employment
data released today by the
Associated General Contractors
of America.  As employment
grows, 25 percent of firms
report labor shortages are forc-
ing them to turn down work
according to a new survey con-
ducted by SmartBrief, an indus-
try leader in curated business
news and custom content, in
partnership with the association.
“Many construction firms
looking to expand their payrolls
are finding a surprisingly tight
labor market,” said Ken
Simonson, the association's
chief economist. “These
expanding labor shortages
threaten to impact construction
schedules as firms struggle to
find enough qualified workers.”
Dallas-Plano-Irving, Texas
added the largest number of
construction jobs in the past
year (9,400 jobs, 8 percent), fol-
lowed by Houston-Sugar Land-
Baytown, Texas (8,900 jobs, 5
percent) and Philadelphia, Pa.
(8,500 jobs, 12 percent). The
largest percentage gains
occurred in Lake Charles, La.
(27 percent, 2,900 jobs),
Crestview-Fort Walton Beach-
Destin, Fla. (26 percent, 1,000
jobs) and Monroe, Mich. (23
percent, 500 jobs).
The largest job losses from
July 2013 to July 2014 were in
Phoenix-Mesa-Glendale, Ariz.
(-4,800 jobs, -5 percent), fol-
lowed by Bethesda-Rockville-
Frederick, Md. (-3,500 jobs, -10
percent) and Newark-Union,
N.J.    (-2,500 jobs, -7 percent).
The largest percentage decline
for the past year was in
Steubenville-Weirton, Ohio-
W.V. (-22 percent, -400 jobs),
followed by Vineland-Millville-
Bridgeton, N.J. (-16 percent, -
400 jobs), Cheyenne, Wyo. (-12
percent, -500 jobs) and Fond du
Lac, Wis. (-12 percent, -300
jobs).
Association officials noted
that as construction employment
expands in many parts of the
country many firms report hav-
ing a hard time finding enough
qualified workers.  A survey
conducted by SmartBrief, in
partnership with the Associated
General Contractors of America,
found that two-thirds of firms
report having experienced labor
shortages during the past year.
Those shortages are having an
impact on construction activity,
with twenty-five percent of
firms reporting they turned
down work during the past year
because of a lack of labor.
Labor shortages are also
having an impact on construc-
tion salaries, with 70 percent of
firms reporting they are paying
more for skilled labor than they
did last year.  Thirteen percent
of respondents described those
wage increases as “significant.”
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—Another Tribute to Bill Anthony—
Dissecting an Entrepreneurial Success
I originally wrote this article in 2007 – eight years ago. I pulled it out of my archives because I wanted to find
an article that epitomized the characteristics of my dear friend, Bill Anthony. Bill was a lifetime entrepreneur.
He applied his hand to many types of businesses across a broad cross-section of industries and came up
smelling like a rose (or maybe a moose) most of the time. This article has been re-written and refreshed to pay
tribute to my friend. 
By Jim Casparie
The past few weeks have been an exciting thrill
ride for me as I've seen one of my protégés, Jonathan,
experience one of the most successful entrepreneurial
starts in years. For any of you who’ve been down the
entrepreneurial trail, check out these stats for this
young startup:
• They just completed a $2.75 million round of
funding that included simultaneous contributions from
a major venture capital firm and a leading angel
investor group.
• When negotiating with the venture capital
firm, the company managed to get the VC to increase
their valuation offer by 25 percent.
• When negotiating with the angel group, the
company actually had to decrease the amount they’d
be allowed to invest by 50 percent--and they agreed!
• The company initially only wanted to raise $1.5 million but
conceded to the higher amount just to keep their investors happy and
allow most of them a chance to invest. The key concession was in
upping the valuation to minimize the early dilution of
the founders.
In 25 years of funding companies, I've never seen
a company generate so much pre-funding hype--not
even during the “dotcom” craziness. And, with the
exception of that same period, I've never seen a com-
pany attract investments from both VCs and angels at
the same time.
So what makes this company so special? What
characteristics did they have that made it easier for
them to find funding? Here’s a closer look at the ele-
ments that seemed to make this company stand out
among the thousands of startups seeking funding:
The Entrepreneur. 
The founder of this company, Jonathan, is unique.
First, he’s as smart as a whip, and not just when it comes to “book”
smarts—he’s also got street smarts. He knows how the world works,
and he has an interesting way of
Publisher William J. Anthony
continued on page 26
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Banks in the Inland Empire
Ranked by Total Assets, 2nd Quarter Data 2014continued from page. 18
Bank Name Tangible Assets $ % Tangible Capital % Tangible Capital % Risk Based Income $ Top Executive/Title
Address (Headquarters) % Change ( R.O.A.E.) Ratio Capital Ratio Address (I.E.) if different
City, State, Zip City, State, Zip
Phone/Fax
E-Mail Address
Wilshire State Bank 3,675,901,000 12.09% 12.13% 15.57% 15,194,000 Jae Whan Yoo/President & CEO
19. 3200 Wilshire Blvd., Ste. 1400 5.14% 8045 Archibald Ave.
Los Angeles, CA 90010 Rancho Cucamonga, CA 91730
(909) 919-7755/919-7760
www.wilshirebank.com
Community Bank 3,505,007,000 9.07% 7.97% 11.76% 6,224,000 David R. Misch
20. 790 E. Colorado Blvd. 11.33% CEO
Pasadena, CA 91101 (626) 568-2265/568-2299
www.cbank.com
Manufacturers Bank 2,341,447,000 4.10% 12.49% 16.08% 2,979,000 Mitsugu Serizawa
21. 515 S. Figueroa St. -6.47% Chairman & CEO
Los Angeles, CA 90071 (213) 489-6200/489-6767
www.manubank.com
Pacific Mercantile Bank 998,576,000 1.48% 11.44% 14.85% 422,000 Steven K. Buster
22. 3257 East Guasti Rd., Ste. 110 -16.14% President & CEO
Ontario, CA 91764 (909) 937-7260/390-6404
www.pmbank.com
Security Bank of California 583,665,000 6.54% 9.22% 14.05% 879,000 James A. Robinson
23. 3403 Tenth St., Ste. 100 7.15% Chairman & CEO
Riverside, CA 92501 (951) 368-2265/368-2271
www.securitybankca.com
Bank of Hemet 481,859,000 21.38% 11.88% 15.24% 3,042,000 Kevin R. Farrenkopf
24. 3715 Sunnyside Dr. 8.26% President & CEO
Riverside, CA 92506 (951) 248-2000/784-5791
www.bankofhemet.com
American Security Bank 412,295,000 4.08% 10.69% 16.76% 561,000 Dana R. Johnson/Chairman & CEO
25. 1401 Dove St. -12.75% 2163 Compton Ave.
Newport Beach, CA 92660 Corona, CA 92881
(951) 739-7171/(949) 263-1290
www.amsecbank.com
Independence Bank 407,960,000 8.47% 11.30% 13.68% 982,000 Charles W. Thomas
26. 3637 Arlington Ave. -10.53% President & CEO
Riverside, CA 92506 (951) 274-2400/274-2410
www.premierservicebank.com
CommerceWest Bank, N.A. 378,930,000 10.58% 13.28% 18.43% 1,421,000 Ivo A. Tjan
27. 2111 Business Center Dr. -2.25% Chairman, President & CEO
Irvine, CA 92612 (949) 251-6959/251-6958
www.cwbk.com
Commerce National Bank 235,610,000 1.42% 12.38% 19.79% 105,000 Mark E. Simmons/President & CEO
28. 4040 MacArthur Blvd., Ste.100 -11.76% 279 E. Orangethorpe Ave.
Newport Beach, CA 92660 Fullerton, CA 92832
(714) 451-8650/578-6727
www.commercenatbank.com
Inland Community Bank, N.A. 212,292,000 5.13% 13.38% 18.40% 363,000 James S. Cooper
29. 3999 E. Inland Empire Blvd. 12.91% President & CEO
Ontario, CA 91764 (909) 481-8706/481-9928
www.icbbank.com
Pacific Premier 210,859,000 -197.73% 1.49% 3.09% 10,008,000 Steve Gardner
30. 1711 E. Palm Canyon Dr. -17.80% CEO
Palm Springs, CA 92264 (760) 325-4442/325-1138
www.ppbi.com
Community Commerce Bank 207,024,000 6.48% 23.53% 28.24% 783,000 William M. Lasher
31. 390 W. Foothill Blvd. -20.02% President
Claremont, CA 91711 (909) 625-7891/265-0342
www.ccombank.com
First National Bank of California 170,130,000 -6.18% 13.05% 27.68% 367,000 Jeffrey M. Watson
32. 3727 Arlington Ave. -14.61% President, CEO
Riverside, CA 92506 (951) 788-2265/788-9683
www.fnbnorcal.com
Desert Commercial Bank 146,996,000 -11.52% 9.64% 13.88% 414,000 Tony J. Swartz
33. 44-801 Village Ct. 17.29% Chief Executive Officer
Palm Desert, CA 92260 (760) 340-7595/340-7599
www.desertbanking.com
First Mountain Bank 134,865,000 2.23% 9.24% 13.75% 69,000 John G. Briner
34. 40865 Big Bear Blvd. -7.30% Chairman & CEO
Big Bear Lake, CA 92315 (909) 866-5861/866-9247
www.firstmountainbank.com
Chino Commercial Bank, N.A. 129,786,000 12.40% 10.04% 19.33% 398,000 Dann H. Bowman
35. 1551 S. Grove Ave. 19.39% President & CEO
Ontario, CA 91761 (909) 230-7600/230-5595
www.chinocommercialbank.com
Palm Desert National Bank 125,754,000 -266.93% 1.64% 3.61% 4,430,000 Richard D. Schneider
36. 73-745 El Paso -1.54% Chief Executive Officer
Palm Desert, CA 92260 (760) 340-1145/340-1387
www.pdnb.com
Mission Oaks National Bank 95,632,000 9.73% 9.92% 14.56% 228,000 Gary W. Deems
37. 41530 Enterprise Cir. -18.59% President & CEO
Temecula, CA 92590 (951) 719-1200/719-1201
www.missionoaksbank.com
Golden State Bank 91,974,000 -3.93% 14.33% 23.46% 130,000 Thomas Byington
38. 1080 W. Foothill Blvd. -1.08% President & CEO
Upland, CA 91786 (909) 981-8000/579-6369
www.goldenstatebusinessbank.com.com
Commerce Bank of Temecula Valley 64,227,000 7.06% 13.96% 18.35% 157,000 Donald W. Murray
39. 25220 Hancock Ave. 38.90% President & CEO
Murrieta, CA 92562 (951) 973-7400/973-7401
www.commercebanktv.com
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort is made to ensure the
accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Researched
by Michael R. Natzic with Crowell, Weedon & Co. / SNL Securities. Copyright 2014 by IEBJ.
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•You may want to file an identi-
ty theft report at your local police
department. 
www.spamlaws.com/police-report-identity-theft.html 
• Close any credit/debit cards currently open.
• Cancel all check books issued.
• Contact your local Social Security Administration Office. 
www.ssa.gov
• Report the fraudulent activity to the Federal Trade
Commission 
www.consumer.ftc.gov/features/feature-0014-identity-theft
• Contact the three nationwide credit bureaus. 
www.experian.com/ 
www.equifax.com/home/en_us  
www.transunion.com/ 
About Inland Empire by the Inland Empire Financial
Consultants
Thrivent Financial is represented in the Inland Empire by the
Inland Empire Financial Consultants, which includes Bill Cortus at
3333 Concours St. Building 8 Suite 8100 Ontario, CA 91872, phone:
909-945-4996, website: www.thrivent.com/plg/inlandempire.
Facebook:  www.facebook.com/BillCortusThriventFinancial CA
Insurance ID #0D96803 
About Thrivent Financial 
Thrivent Financial is a Christian, Fortune 500 financial services
membership organization helping its nearly 2.5 million members to
be wise with money and to live generous lives. Thrivent Financial
and its affiliates offer a broad range of financial products and serv-
ices. As a not-for-profit organization, Thrivent Financial joins with
its members to create and support national outreach programs and
activities that help congregations, schools, charitable organizations
and individuals in need. For more information, visit Thrivent.com.
Also, you can find us on Facebook and Twitter.
Thrivent Financial for and its respective associates and employ-
ees cannot provide legal, accounting, or tax advice or services. Work
with your Thrivent Financial representative, and as appropriate your
attorney and/or tax professional for additional information.
For additional important disclosure information, please visit
Thrivent.com/disclosures.
Thrivent Financial is the marketing name of Thrivent Financial
for Lutherans, Appleton, Wis.For additional important disclosure
information, please visit Thrivent.com/disclosures.
Retirement...
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bubble bath.  It is no wonder why
people travel from afar to partake -
the baths are open 24/7 and open to
the public from 1:00-3:00 a.m. with reservations.
After soaking for a bit, I was called for my massage.  The mas-
sage was in a private room just next to the hot springs. The touch was
light and I was able to relax even more.  Singing bowls.  A hot soak.
And now a coconut oil massage.  I was asleep before it was over.
Good night.
The next day I woke up completely relaxed yet alive for more
Esalen adventures.  My husband and I walked the grounds, exploring
the wondrous gardens and farm.  Both the flowers and vegetables
seemed to be out of Alice and Wonderland.  The sunflowers were
giant, the lettuce was enormous, the kale was gargantuan… nothing
could stop the growth and abundance of the gardens. We both were
so inspired that we even discussed growing our own garden at home.
The idea of eating a home-grown meal was gaining momentum.  I
was told that the lettuce from the garden was picked that day for the
dinner salad.  Farm to table in pure form.   
We also visited the Art Barn, an art studio where people are wel-
come to paint, draw or craft. Supplies are provided and creativity
welcomed. Esalen is about expression and discovering ourselves.  Art
is the perfect outlet.  We watched as guests created their projects,
absorbed in their work. 
Next we explored the wilderness area for a hike. The tight dirt
paths led us along the babbling creek. We climbed over fallen trees
and crossed the water in our adventure-seeking ways. The area was
cool and shady, perfect for our hike.  We both wanted to continue and
only decided to turn back due to the overgrowth of poison oak.  With
my husband in shorts, it was just too risky to continue.  Long pants
are mandatory.
To continue the quest for stillness, I joined a Loving and
Kindness meditation. The teacher guided us through the practice and
I left feeling calm and yes, maybe a little kinder.  Definitely happier.
A consistent meditation practice reduces anxiety, generates self-
awareness and more well-being.  In fact, the reasons for meditation
seem to be countless.  Some of the proven physical effects include
lowered blood pressure, reduced insomnia, lowered buildup of
plaque in coronary arteries and decreased headaches. Proven psycho-
logical effects with a regular practice include a greater sense of calm-
ness, improved decision-making skills, increased mental clarity,
memory, creativity and concentration.  Indeed meditation is good for
the self and good for business.  
Right here, right now.  When visiting Esalen, you will want to
practice mindfulness or present moment awareness. Mindfulness is
being engaged in and fully attentive to everything you are doing and
experiencing, using all your senses. When you visit Esalen, you will
want to pay attention to what you see, smell, taste and hear.  You will
want to pay attention to how you feel.  Paying attention is important
because when you visit Esalen you don’t want to miss a thing.  It had
been less than 48 hours and I was feeling restored.  I was able to quiet
my mind just a bit with hopes of bringing the stillness back into the
chaotic working world.  I felt focused, less distracted.  As correspon-
dent Dan Harris would agree, I felt 10% happier.  And that’s a good
return on investment. A very good return indeed.
Esalen Institute
55000 Highway 1
Big Sur, CA 93920
Reservations: 888-837-2536
For additional questions on meditation and guided classes, email
me at: ShineBrightAndBeHappy@gmail.com
Esalen...
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“I’ve called the Inland Empire
my home for 16 years and I am
thrilled to have a chance to make it
a better place by working for the IEEP," Katzanek said. “I’ve gotten
to know probably thousands of business people, at small firms as well
as large ones, and am looking forward to working with them to help
the region move forward.”
Jack Katzanek...
continued from pg. 1
tive officer, Inter Valley Health
Plan. “Peters’ experience and back-
ground will help Inter Valley contin-
ue its mission of delivering highly personalized service to Medicare-
eligible individuals in the Southern California community.”
Peters graduated with honors from California State University,
Chico, Calif. where he received his bachelor of science degree in
business administration and accounting. Peters is a member of sever-
al professional associations including the American Institute of
Certified Public Accountants; California Society of Certified Public
Accountants and Financial Executives International.
Inter Valley...
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RESTAURANT REVIEW
Apple executives pursued a claim
against Samsung for stealing the
iPhone, Samsung would come right
back at them with a theft claim of its own. The battle lines were
drawn. In the months and years that followed, Apple and Samsung
would clash on a scale almost unprecedented in the business world,
costing the two companies more than a billion dollars and engender-
ing millions of pages of legal papers, multiple verdicts and rulings,
and more hearings.
It looks now as if that may have been Samsung’s intent all along.
According to various court records and people who have worked with
Samsung, ignoring competitors’ patents is not uncommon for the
Korean company. And once it’s caught, it launches into the same sort
of tactics used in the Apple case: countersue, delay, lose, delay,
appeal, and then, when defeat is approaching, settle. “They never met
a patent they didn’t think they might like to use, no matter who it
belongs to,” says Sam Baxter, a patent lawyer who once handled a
case for Samsung. “I represented [the Swedish telecommunications
company] Ericsson, and they couldn’t lie if their lives depended on
it, and I represented Samsung, and they couldn’t tell the truth if their
lives depended on it.”
Samsung executives say that the pattern of suit-countersuit criti-
cized by some outsiders misrepresents the reality of the company’s
approach to patent issues. Because it is one of the largest patent hold-
ers in the world, the company often finds others in the technology
industry have taken its intellectual property, but it chooses not to file
lawsuits to challenge those actions. However, once Samsung itself is
sued, the executives say, it will use countersuits as part of a defense
strategy. With the Apple litigation, the fight isn’t over—opening
statements for the most recent patent lawsuit, which asserts that 22
more Samsung products ripped off Apple, were heard in the U.S.
District Court in San Jose, California, on April 1. While both sides
have grown weary of the litigation, court-ordered settlement talks
have failed. The most recent attempt took place in February, but the
two sides soon reported to the court that they could not resolve the
dispute on their own.
No matter the financial outcome, Apple may well emerge from
the legal wrangling as the loser. Two juries have found that Samsung
did indeed plot to steal the iPhone’s appearance and technology,
which is why a California jury, in 2012, awarded Apple more than a
billion dollars in damages from Samsung (reduced to $890 million in
late 2013 after the judge found that some of the calculations were
faulty). But, as the litigation drags on, Samsung has grabbed an
increasing share of the market (currently 31 percent versus Apple’s
15.6 percent), not only by pumping out “Apple-ish, only cheaper”
technology but by creating its own innovative features and products. 
Years ago it was believed that Apple was a thorn in the side of the
mighty Microsoft.  Today Apple has become the giant and others,
mostly Samsung, have become the new thorns. You and I see this
every day as new commercials tout the special features that you can
only get in one smartphone or another. 
As Apple stands poised to launch iOS8 and the new iPhone 6 we,
the consumers, can only stand by, credit cards in hand, and wonder
who will emerge from the techno-fog of this ongoing computer war. 
In the end it should not matter if Apple or Samsung wins. We are
the ones who should be the winners. Like it or not, these little hand-
held devices have become ingrained in our lives and the ones that
serve us the best are the ones that we deserve. 
The Great...
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Las Campanas
Outdoor Dining at Its Best
By Joe Lyons
As I sat near the bushes that border Las Campanas restaurant in
the Mission Inn, I notice some movement near me. There it was, a lit-
tle black cat. The waitress told me that, in fact, there are three cats
who happily wander the grounds. They are probably semi-feral, and
I am sure they are fixed.
Still the fact that they are there adds another item to a long list of
Mission Inn facts that I have assembled slowly, over a period of time
and after many visits.
One of the first things that I learned was that the Mission Inn was
never a mission. It may look like one, but it’s not. And Frank Miller
was not the original host. He married into the family who opened the
original facility that stood on the site. Years later he took over and
began what would be a lifelong conversion. Miller was a world trav-
eler and when he would return from Greece, Japan or Spain he
brought with him architectural ideas to add to his hotel.
The end result, still in evidence today, was a kind of Remington
House for Southern California, but without the ghosts and disappear-
ing staircases.
After Duane Roberts took over in the eighties, he made a few
changes and upgrades. One of them was Las Campanas. While there
are many Mexican restaurants of various grades here in the Inland
Empire, few are the open-air al fresco style found here. Some years
ago I visited this restaurant at the front door of the inn, and my first
impression was that Cadillac margaritas were remarkably inexpen-
sive. Seven dollars, and that was with the side of Grand Mariner!
Today they are charging about $13 something. That may sound like
quite a jump, but even I thought it sounded fair.
As for the food, it is standard Mexican fair, with a fine dining
touch. I have often believed that good Mexican food, like good BBQ,
can be found at low-end storefronts. This is often true, but marinated
beef enchiladas or filet mignon fajitas served on good china takes on
a more elegant style. And how many of those other places are “proud
to exclusively serve USDA choice beef. Even the tostada, properly
called the Las Campanas Tostada Grande, has a filet mignon or
grilled shrimp option. 
I mentioned the margaritas. I should point out that all drinks here
are from the Mission Inn bar. Thus, if your lunch requires three mar-
tinis, or two fingers of Cuervo, or some single malt to get you
through the afternoon, it’s there. Actually, I prefer a Mexican beer
with my Mexican food, but as this was one of the really hot days that
we have had lately, I stuck with a diet coke.
While I have described the fair here as “fine dining” you should
not let yourself be intimidated. You may not find what you want on
the menu, like a chimichanga, but they are happy to serve. All you
need do is ask. If you do not want cilantro, if you want your dressing
on the side, they are happy to accommodate you. After all, the tradi-
tions of Frank Miller, as of Duane Roberts, reigns here. 
Hospitality is the first rule. If I have any regrets, it is that the
attempt to carry all of this to a facility in Rancho Cucamonga didn’t
work out. Several years ago a freestanding Las Campanas on Foothill
Boulevard in Rancho Cucamonga opened up to a rather unimpressed
clientele. 
RC’s loss. But the original, in Riverside, still holds forth. Do
yourself a favor,  park down the block and enjoy the walk. Las
Campanas is fine outdoor dining.
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seeing how the pieces fit together.
He’s able to look at an idea and
determine if it will fit into a viable
market niche. In the 30+ years I’ve known Bill, the characteristics I
just used to describe my protégé, could also be used to describe Bill
– especially when it came to “street smarts.”  Bill had a way of just
knowing if an idea would work and, when he backed it, it usually did.
When I first met Jonathan, he was practically obsessed with com-
ing up with new ideas and then getting them patented. Forget about
building a company – he firmly believed you could just go out and
get a patent and then someone with a company would come to you.
He then persuaded me to “adopt” him in exchange for him helping
out around the office. He was clearly a consummate networker with
a certain charisma that made you want to help him. Later, that gift
proved to be so powerful that, when we found him the perfect CEO
for his company, the CEO took a back seat to the founder so he could
be the one to pitch the company. Why? Because our guy had the gift
of making people believe he could pull off his vision. His combina-
tion of charisma and an unbelievable understanding of the market
inspired his audience to believe that his vision was doable.  
Bill had that same charisma. When he saw that our returning vets
could barely afford to marry their fiancés, much less pay for the ring,
the service and a decent honeymoon, it took Bill only 90 days to find
10 deserving couple (two from every branch of the service) and then
recruit all the sponsors necessary to provide dresses, rings, limo’s and
everything anyone would ever want to stage an impressive wedding. 
A Good “Right Hand” Man. 
Let's face it: Smarts and charisma may be a great combination,
but in the absence of experience, serious investors just aren’t going
to take a chance on a new business. One of the first things I did to
help my young friend was to get him linked up with a seasoned CEO
who’d “been there, done that” before. What made this CEO a good
fit was that he was truly a humble guy who, despite his prior success-
es, would assume any role to achieve the desired outcome. This atti-
tude enabled him to see the potential in our entrepreneur; together,
they developed an amazing relationship that allowed each to get the
very best out of each other. (In fact, their relationship gelled so well
that they quickly decided the new man’s best role to play in this com-
pany would be COO, and that the founder, some 15 years his junior,
should be the head honcho (CEO).
Anyone who’s had the privilege of meeting Bill’s wife, Ingrid,
knows how well Bill applied this principal to his life. Ingrid has
always been the right (and often left) hand person to Bill. She regu-
larly fills in the gaps left by Bill – sometimes when asked but most
of the time by just her psychic knowledge of what needs to be done.
Ingrid definitely made Bill a better man! And, it didn’t just stop with
Ingrid. Bill was a master at finding “just the right person” to help
make whatever project he was tackling a success. Some people fail
because their egos won’t accept help. Bill was just the opposite – he
respected and embraced talented people.
Consummate Networking and Schmoozing Abilities. 
Once the core team had been established, both men began look-
ing for the absolutely best people they could talk into joining their
venture. Jonathan did it by reading about who was tops in their indus-
try and then finding a way to meet them. He was fearless about
approaching anyone to discuss his vision.
The COO, on the other hand, knew this industry cold and had
many contacts. Interestingly, he often chose to introduce them to his
partner and let him work his magic. One significant turning point was
when he teed up a contact who was considered the person they most
needed for the team. The problem was, this executive had worked for
all the major icons in their industry and was, himself, an icon. If they
could get him to even assume an advisory role, it would be a major
victory. But they were both pretty skeptical they’d be able to get him
on board.
As you might guess, one evening with our charismatic visionary
and the gentleman was hooked. Not only did he agree to join the
team, he agreed to work for free until the company got funded. (Let
me clarify “free.” Among entrepreneurs, “free” means no cash. But it
doesn’t usually mean no stock. And that's what the new guy got--
stock in the new venture.)
In like fashion, Bill’s “stock and trade” was his ability to
“draw you into his vision.” Just 10 minutes with Bill and he’d have
you convinced that his idea was a sure bet. Bill always did his home-
work and so he could quote more stats, produce more published
papers and bring in more experts to support his position than anyone
I’ve ever known. Most entrepreneurs fail when they cannot commu-
nicate their vision. This was never a problem for Bill.
For those of you who’ve ever tried to start a company or are cur-
rently in the process, understanding what characteristics it takes to be
successful is critical. And, there is nothing more critical than having
an charismatic leader with exceptional networking skills and a pow-
erful ability to communicate and persuade others to “Believe.” I am
proud to say that both my friends Jonathan and Bill Anthony had
these qualities in spades and their successes demonstrated it.
Jim Casparie is the founder and CEO of The Venture Alliance, a
national firm based in Anaheim, California, that’s dedicated to help-
ing entrepreneurial companies understand what it takes to be suc-
cessful.
Dissecting an...
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built on 11.29 acres of currently
vacant land, is less than three miles
from the Los Angeles/Ontario
International Airport, the Ontario Mills® outlet mall with 200+
stores and Citizens Business Bank Arena, the largest and most mod-
ern sports venue in the Inland Empire. It also offers convenient
access to two main transportation arteries of San Bernardino
County, Interstates 10 and 15. Designed by Architects Orange, one
of Southern California’s most respected and sought-after architec-
tural and planning firms, Vistara will appeal to young professionals
and families who can take advantage of the top-rated schools in the
Cucamonga School District. The location is a gateway to all the
recreational and cultural opportunities Southern California has to
offer–mountains, deserts, beaches and theme parks–including the
Arnold Palmer-designed Empire Lakes Golf Course. 
The project will consist of one-, two- and three-bedroom units,
a resort-style pool and spa with barbecue and fire pit areas, a club-
house with media and game components, state-of-the-art fitness
center and Wi-Fi throughout common areas. Lush landscaped
paseos will wind through the property and shaded areas will provide
dining and social gathering areas. The new home interiors will fea-
ture fully equipped gourmet kitchens, designer cabinetry and fix-
tures, quartz countertops, and in home washers and dryers. 
Private Investor Spends $570/sf for Murrieta NNN-Leased,
Single-Tenant Building
A private family trust recently purchased a 5.1k square foot,
Class A building fully in Murrieta occupied by Pacific Western
Bank. The property was sold by WLA Investments Inc for $2.9 mil-
lion ($570/sf). 
Built in 2004, and situated on 0.87 acres at 41381 Kalmia Street,
the property includes a drive-thru,
Real Estate...
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meal is the most satisfying
(MacBride, 2014).  After you’ve
ordered what you want, and the
waiter places your meal in front of you, take a look at the food in
front of you.  Then decide what’s most appealing.  Let that be your
first bite.  If it’s the salmon, then take a bite, and savor every moment.
The most pleasure is in that delicious first bite. With that out of the
way, you can eat the rest of your meal sensibly.  Taking small bites
will allow you to listen to your dinner partner, and will also enable
you to digest your food more efficiently.  
Next, eat your vegetables—all of them.  That’s why you ordered
your favorite vegetable.  Here are some excellent reasons for eating
all the vegetables on your plate:
• Vegetables are high in vitamins and minerals.  Americans
don’t get enough of these micronutrients that help your immune sys-
tem, and keep you healthy.
• Vegetables are high in fiber.  Fiber is important for colon
health and regularity which is vital for business travelers.
• Vegetables are low in calories, yet filling.  Filling up on veg-
etables means you won’t eat as much of the other foods on your plate,
including high-calorie appetizers and desserts.
Savoring your first bite and eating your vegetables are both great
ways to control the amount of food you eat, and will limit your calo-
ries.
Key No. 3:  Conservatively Consume Alcohol
Alcoholic beverages contain calories—some more than others.  A
5-ounce glass of wine, for instance, has 125 calories.  A 4-ounce gin
and tonic has 103 calories.  A 10-ounce Daiquiri has 556 calories.
Making sound beverage choices can mean a difference of hundreds
of calories added to your meal.  If you’re trying to watch your weight,
this can be a deciding factor. Here are some sobering realizations
about alcohol.  Heavy alcohol consumption has been related to
weight gain.  Light alcohol consumption has been related to weight
loss.  This may have something to do with the fact that alcohol pro-
hibits the metabolism of carbohydrates and fats causing unused carbs
and fats to be stored as fat in the body (Sayon-Orea, 2011). 
Limit yourself to one alcoholic drink with the main course (Feuer,
2013).  Whether that’s one glass of wine, or one glass of spirits, it’s
up to you.  If you choose a spirited drink, consider a low-calorie bev-
erage, such as a 10-ounce Mojito (½ syrup).  One drink can be bene-
ficial.  Two or more drinks can lead to weight gain, and can impair
your ability to make sound decisions.  If you’re still thirsty after one
drink, order water with lemon.  It’s refreshing, has zero calories, and
will help you digest your food.
Besides causing weight gain, over-consumption of alcohol can
impair your ability to make decisions.  Keep a clear focus on the busi-
ness at hand.  You need to be in control of your meeting.  Limiting
alcohol consumption is a great way to stay in control, and be success-
ful.
Make a Plan Using the Keys
You’re now aware of the pitfalls of restaurant dining that lead to
overweight and obesity:  High calories, fat and sugar calories, and
empty alcohol calories. You now have the keys that unlock the secret
to getting around the pitfalls.  Carefully choose from the menu.
Consider what’s on your plate.  Conservatively consume alcohol.
Use the form shown to make a Business Dining Plan.  Write down
your goal.  It may be simply to stay healthy while dining in restau-
rants.  It could be more focused, such as to maintain your weight
every time you go   on   a     business   trip.      Decide    which
healthy    restaurant behaviors you will use while in a restaurant.   As
you dine out for business, may you enjoy success in reaching your
Mind Your...
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goals to mind your business and your weight for a healthy, happy,
successful life. 
and Baldy View BIA Chapters.
These shelter facilities serve more
than 2,500 homeless people in
Riverside and San Bernardino counties annually.
“The Riverside County BIA Chapter is very proud of the home-
less shelter development work that our non-profit charity, HomeAid
Inland Empire, has done over the years in Riverside and San
Bernardino counties, particularly over the past three years, having
renovated 10 shelter facilities, adding 236 emergency and transition-
al beds, to provide much-needed temporary housing for the homeless
population in the two-county area,” said BIA Chapter CEO Bill
Blankenship in accepting the award from the Board of Supervisors.
“On any given day, there are about 5,000 homeless men, women
and children in cities throughout the Inland Empire, so there is still
lots of work to be done to end homelessness here,” commented HAIE
Executive Director Ray Osborne.  “Fortunately, government agencies
and officials in both Riverside and San Bernardino counties as well
as most of the cities in the area are starting to do a much better job of
coordinating their efforts and working with homeless shelter service
providers like Operation SafeHouse and many other non-profits,
including HomeAid Inland Empire, to see what we can all do togeth-
er to deal with the issue of homelessness in our area,” he added. 
“Our country recently celebrated its Independence Day holiday,
and it is only fitting that the BIA and HomeAid Inland Empire are
being recognized by the Riverside County Board of Supervisors for
our efforts to help homeless people by providing them with tempo-
rary housing while they work to regain independence and self suffi-
ciency,” said HAI E Board President Richard Hedrick at the Board of
Supervisors proclamation presentation ceremony. “We look forward
to continuing our efforts to help serve the housing needs of the home-
less population throughout the Inland Empire in the future,” he
added.
For more information about HomeAid Inland Empire, contact
Ray Osborne or Stephanie Lingenfelter, ray@homeaidie.org or
Stephanie@homeaidie.org, or call 951/686-0628 to donate or volun-
teer. You can also visit the Riverside-based non-profit organization’s
website, www.homeaidie.org.
Riverside...
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ATM and vault. The building is
located within the first phase of
Village Walk Murrieta, a 65-acre,
mixed-use business park which includes more than 400k square feet
of upscale shops, restaurants, seniors housing and office buildings. 
Avison Young Principals Dan Vittone and Alan Pekarcik, based
in the company’s Irvine office, represented both parties in the deal.
“Pacific Western Bank still has more than 10 years remaining on its
lease and provided the trust buyer with a secure, long-term invest-
ment,” commented Vittone. “Single-tenant, NNN-leased assets in
highly visible locations like this one are in demand by family offices
and exchange investors as they seek low management investment
portfolios with increasing annual returns.” 
Rancho Cucamonga Buildings Traded in $27 Million
Transaction
Bixby Land Company purchased two contiguous industrial
buildings totaling 316.2k square feet of space in Rancho
Cucamonga for $26.8 million ($85/sf). OC-based CT realty was the
seller. 
The buildings are located at 10404 Sixth Street and 10401
Seventh Street, and contain 177.6k square feet and 138.7k square
feet respectively. CT Realty acquired the Sixth Street building dur-
ing the third quarter 2012 and the Seventh Street building during
third quarter 2013. 
Both buildings are 100 percent leased by GiTi Tire USA Ltd,
which uses the buildings for storage and distribution of automobile
and truck tires. The buildings feature 62 dock-high doors with a
clear height of 24 feet and truck court depth of 155 feet. CT Realty
recently completed a renovation of the properties which consisted of
new paving, upgrades to the sprinkler systems, improvements to the
office areas and landscaping upgrades. The truck court was also re-
designed to create a secure two-building campus environment for
GiTi Tire with new entry points. 
Located on a 14.3-acre site in the highly desirable Inland Empire
West submarket, the property offers a premier location with direct
access to I-15 and I-10 as well as the Ontario International Airport. 
CT Realty has been actively involved in the industrial segment
for the past several years, acquiring more than 6 million square feet
of industrial space in Riverside, Ontario, Rancho Cucamonga,
Fontana, Beaumont, Moreno Valley, Chino, Yorba Linda, Irvine,
San Bernardino, Huntington Beach and Santa Ana, among other
markets. 
According to Marc Belluomini, executive vice president in
charge of operations and asset management for CT Realty, “The dis-
position of the Rancho Cucamonga industrial buildings represents
the culmination of our plan to acquire both properties and reposition
them as a campus environment in keeping with our value-add
opportunistic strategy. The western Inland Empire submarket
remains very attractive to us and we are actively seeking additional
industrial properties in similarly well-located locations.” 
Darla Longo from CBRE’s Ontario office represented both CT
Realty and Bixby Land Co in the transaction. 
CBRE Unveils Its Workplace360 in Ontario
CBRE unveiled a new office in Ontario as part of its global
“Workplace360” initiative. The “free address” office incorporates
leading-edge workspaces designed to support the way employees
work today and in the future through enhanced flexibility, mobility,
technology, wellness and productivity. The Ontario office is among
more than two dozen CBRE offices globally that will transition to a
“Workplace360” model in 2014. 
On June 30, the commercial real estate services firm opened its
new 15k-square-foot office in Ontario, located at 4141 Inland
Empire Boulevard. The office is a 100 percent free-address and
paperless environment with no assigned workstations. 
CBRE’s Ontario employees moved to a swing space location on
the same street in September of 2013 while renovations were com-
pleted. The 21.3k-square-foot traditional office was reduced by 40%
to 15k square feet, however, with the new floor plan the capacity of
employees has increased by 30%. 
“Our new collaborative work environment is generating excite-
ment in the market. This is the first office in the Inland Empire,
across any industry, to go to a free-address environment,” said Joe
Cesta, managing director for the Inland Empire Region. “I believe
that the combination of the new design and our company’s dynam-
ic platform will better support our daily business interactions as
well as help attract top talent in the future.” 
Based in part on research that shows that office workers spend
approximately 50 percent of their time working with others and the
other half spent working alone, CBRE’s “Workplace360” initiative
provides a flexible way of working and a system of places, tech-
nologies, and protocols that allow for choice based on an employ-
ee’s changing needs and preferences throughout the day. 
The Ontario office offers a variety of work settings – a balance
of both collaborative and private spaces including collaboration
rooms, sit/stand desks, and offices for a day as well as focus rooms
for when privacy is required. Enhanced technology that supports
this mobile way of working is a core element of these offices.
Private and collaborative spaces can be reserved through Outlook,
while “plug and play” work stations are equipped with dual moni-
tors and “follow me” phones. In addition, the paperless office
allows employees to access their files digitally from anywhere, print
from any printer with “follow me” printing, and promotes a green-
er environment. 
“By changing employee work processes through digitization
and technology training, Ontario was able to reduce their combined
file storage by more than 1.5k square feet,” said Neff. “We were
then able to reallocate that square footage to provide additional col-
laborative and private workspaces for our employees.” 
The new office also emphasizes health and wellness, with a vari-
ety of wellness features offered including sit/stand desks that can be
height-adjusted electronically for comfort, antimicrobial coating on
all surfaces, as well as healthy snacks. 
“In addition to our new Ontario office, CBRE will open almost
two dozen Workplace360 offices around the globe before the end of
the year. As a professional services and investment firm, our most
important asset is our people, so providing a workplace environ-
ment that improves the way we work today, while enhancing our
overall health and well-being, is a top priority,” said Laura O’Brien,
CBRE’s Global Head of Human Resources and Workplace Strategy. 
“Our newest office in Ontario was modeled after our Downtown
Los Angeles office, but the space is unique and the team has imple-
mented superb, unparalleled designs,” said Lewis C. Horne, presi-
dent for CBRE’s Greater Los Angeles and Orange County Region.
“The new office embodies a leading workplace strategy and serves
as yet another real world example for our corporate clients in the
region. Because we are living this model ourselves, we are able to
provide our clients with greater insights and counsel as they think
about and reimagine their own work environments.” 
CBRE’s Workplace Strategy team led the implementation of the
new space, along with a team that includes designer Gensler and
CBRE’s in-house project management team, which oversaw the
construction process. The contractor for the office was Turelk Inc.
Real Estate...
continued from pg. 26
BUSINESS JOURNAL • PAGE 30 September 2014
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort is made to ensure the
accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright
2013 by IEBJ.
Inland Empire’s Largest Hotels
Ranked by Number of Rooms
Hotel # of Rooms Total Meeting Max. Sq. Ft. Rate Range Amenities Top Local Executive
Address # of Suites Sq. Ft. Exhibit Area (May be Title
City, State, Zip Largest Group Seasonal) Phone & Fax
E-Mail Address
La Quinta Resort & Club 1,050 66,000 1,700 $225-3,250 B,C,CR,F,FP,G,GS,H,I,L, Paul Zherrett
1. 49-499 Eisenhower Dr. 117 1,800 N,OC,P,R,RS,S,SR,ST,T,W General Manager
La Quinta, CA 92253 (760) 564-4111/777-5806
www.laquintaresort.com
Marriott’s Desert  Springs Resort & Spa 884 53,000 24,816 $175-495 B,C,CR,F,FP,G,GS, Ken Schwartz
2. 74855 Country Club Dr. 51 3,050 H,I,L,N,P,R,T,W General Manager
Palm Desert, CA 92260 (760) 341-2211/341-1739
www.desertspringsresort.com
Renaissance Esmeralda Resort 560 52,000 16,500 $139-399 B, C, R,F,FP,G,GS, Tim Sullivan
3. 44-400 Indian Wells Ln. 22 2,000 H,I,L,N,P,R,T,W General Manager
Indian Wells, CA 92210-9971 (760) 773-4444/836-1287
tim.m.sullivan@marriott.com
Pechanga Resort and Casino 522 40,000 43,000 $109-469 B,C,CR,F,FP,G,GS,H,I,L, Rudy Prito
4. 45000 Pechanga Pkwy. 85 2,000 N,P,R,RS,S,SA,SD,W General Manager
Temecula, CA 92592 (951) 587-0484/695-7410
www.pechanga.com
Hyatt Grand Champions Resort 480 100,000 20,000 $89-1,600 B,C,F,FP,G,GS,H Doug Sears
5. 44600 Indian Wells Ln. 54 2,500 I,L,N,P,R,T,W General Manager
Indian Wells, CA 92210 (760) 341-1000/674-4382
www.hyattgrandchampions.com
Westin Mission Hills Resort 472 65,000 17,325 $99-349 B,C,F,FP,G,GS,H,I,L,N,OC, Ross Meridith
6. 71333 Dinah Shore Dr. 40 1,500 *May be Seasonal P,R,RS,S,SA,ST,T,W General Manager
Rancho Mirage, CA 92270 (760) 328-5955/770-2138
www.westin.com
DoubleTree Hotel Ontario 463 25,000 12,800 $89-209 B,C,CR,F,FP,GS,H,I,L, Bassam Shahin
7. 222 N. Vineyard Ave. 21 2,000 N,OC,P,R,RSS,SD,ST,W,X General Manager
Ontario, CA 91764 (909) 937-0900/937-0999
bassam_shahin@hilton.com
Rancho Las Palmas Resort & Spa 450 41,000 12,900 $99-350 B,CR,F,FP,G,GS,H,I, April Shut
8. 41000 Bob Hope Dr. 22 1,950 L,N,P,R,T,W,C General Manager
Rancho Mirage, CA 92270 (760) 568-2727/568-5845
ashut@rancholaspalmas.com
Palm Springs Riviera Resort 439 50,000 19,670 N/A B,C,F,FP,GS,H,I,L, Marco Perry
9. 1600 North Indian Canyon Dr. 36 1,000 88  8x10’s N,OC,P,R,RS,T,X General Manager
Palm Springs, CA 92262-4602 (760) 327-8311/325-8572
www.psriviera.com
Palm Springs Renaissance 410 30,000 12,571 $119-249 C,CR,F,FP,GS, Martin Greenwood
10. 888 E. Tahquitz Canyon Way 158 2,000 H,I,L,N,P,R,W,X General Manager
Palm Springs, CA 92262 (760) 322-6000/416-2900
www.wyndham.com
Agua Caliente Casino Resort USA 340 15,000 5,635 $89.00 B,C,CR,F,FP,GS,H,I, Brian Hansberry
11. 32-250 Bob Hope Dr. 26 900 P,R,RS,S,SA,SD,SR,ST,W General Manager
Rancho Mirage, CA 92270 (760) 321-2000/202-2128
www.hotwatercasino.com
Ontario Airport Hotel 309 15,685 5,300 $99-299 BS,C,CB,CR,F,FP,G,GS, Randy Hulce
12. 700 N. Haven Ave. 14 760 2,430 H,I,L,N,P,R,RS,S,SA,W,X General Manager
Ontario, CA 91764 (909) 980-0400/941-6781
Ontario Airport Raddison 299 22,000 5,900 $79-299 B,C,CR,F,FP, Charlie Prentice
13. 2200 E. Holt Blvd. 6 550 GS,H,I,L,N,P,R,RS,S, General Manager
Ontario, CA 91761 SA,SD,T,W,X (909) 975-5000/975-5051
cprentice@sunstonehotels.com
Riverside Marriott 292 14,408 3,600 $149 and up B,C,CR,F,FP,GS,H,I,L,N, Keith Johnson
14. 3400 Market St. 24 300 (Banquet) OC,P,R,RS,SD,ST,W,X General Manager
Riverside, CA 92501 500 (Theater Style) (951) 786-7108/369-7127
Doral Palm Desert Princess Resort 285 18,000 18,000 $89-235 C,CR,F,FP,G,GS,H, Greg Kibbler
15. 67967 Vista Chino 13 740 I,L,N,P,R,T,W,X General Manager
Cathedral City, CA 92234 (760) 322-7000/322-6853
www.doralpalmsprings.com
Palm Springs Hilton Resort 260 15,000 10,000 $81-325 C,CR,FP,GS,H,I,L,F, Aftab Dada
16. 400 E. Tahquitz Canyon Way 71 700 N,P,R,T,W,X General Manager
Palm Springs, CA 92262 (760) 320-6868/320-2126
www.hilton.com
Hilton San Bernardino 251 13,000 5,000 $110-275 P,GS,R,W,H,RS,CR,I,S,X,L,N,SD, Tim Jenkins
17. 285 E. Hospitality Ln. 12 600 FP, Mini Refrigerators General Manager
San Bernardino, CA 92408 comp. a.m. coffee in lobby (909) 889-0133/381-4299
www.sanbernardino.hilton.com
Mission Inn Hotel & Spa 239 17,000 N/A $190-1,400 B,C,CR,F,GS, Dianna Rurosure
18. 3649 Mission Inn Ave. 29 240 I,R,L,H,N,P, General Manager
Riverside, CA  92501 W,X,RS,S,SD,ST (951) 784-0300/782-7197
drurosure@missioninn.com
continued on page. 31
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Spa Resort Casino 230 6,500 1,800 $69-199 CR,F,FP,GS,H, Cj Gram
19. 100 N. Indian Canyon Dr. 20 200 N,P,X,I,R,RS General Manager
Palm Springs, CA 92262 (760) 883-1000/325-3344
www.sparesortcasino.com
Miramonte Resort 215 10,400 N/A $99-349 B,FP,N,C,G,P,GS,R, Stan Kantowski
20. 45-000 Indian Wells Ln. 66 350 H,T,CR,I,F,L General Manager
Indian Wells, CA 92210 (760) 341-2200/568-0541
reservations@miramonteresort.com
Residence Inn by Marriott 200 N/A N/A $99-139 F,FP,N,P,CB, Cynthia Ybarra
21. 2025 Convention Center Way 200 CR,I,H,CH,X General Manager
Ontario, CA  91764 S,SD,ST,T (909) 937-2464/937-2462
www.marriott.com
DoubleTree Hotel Claremont 190 13,500 13,500 $119-199 B,GS,P,F,FP,N,D, Andrew Behnke
22. 555 W. Foothill Blvd. 4 400 CR,I,R,L,H,W,X General Manager
Claremont, CA  91711 (909) 626-2411/624-0756
abehnke@doubletreeclaremont.com
Holiday Inn Ontario Airport 180 3,900 na $99-189 B,FP,R,RS Daren Fousier
23. 2155 E. Convention Center Way 7 200 General Manager
Ontario, CA 91764 (909) 212-8000/418-6703
www.holidayinn.com
Lake Arrowhead Resort & Spa 173 11,000 5,000 $159-350 CR,F,FP,GS,H,I,L,N, Chris Cline
24. 27984 Highway 189 11 400 P,R,T,W,OC,SD,ST General Manager
Lake Arrowhead, CA 92352 (909) 336-1511/336-1378
www.laresort.com
Ayres Hotel & Suites 167 10,000 4,000 $109-179 F,I,P,CH,FP,N,X, Amy Delgadillo
25. 1945 E. Holt Blvd. 167 400 R,H,CR General Manager
Ontario, CA 91761 (909) 390-7778/390-1498
www.ayreshotels.com
Hotel Zoso 165 22,500 22,000 $199-269 B,C,CR,F,GS,H,I,W, Tam Grar
26. 150 S. Indian Canyon Dr. 5 250 G,L,N,P,R,T,X General Manager
Palm Springs, CA 92262 (760) 325-9676/969-6600
www.hotelzoso.com
Sheraton Ontario Airport Hotel 164 3,000 3,000 $99-239 B,C,CB,FP,N,P,CR,I,R, Alfonso Tores
27. 429 N. Vineyard Ave. 2 60 F,L,H,CH,W,X General Manager
Ontario, CA  91764 (909) 937-8000/937-8028
www.sheraton.com
Courtyard by Marriott 163 1,300 na $89-125 B,F,FP,GS,H,I,L,N,P,R,RS,SD,ST,W Brad Heard
28. 1510 University Ave. 100 General Manager
Riverside, CA 92507 (951) 276-1200/787-6783
www.marriott.com
Shilo Hilltop Suites & Hotel 161 11,200 $102-258 B,C,CB,CR,F,FP,H,I,L,N, Monica Lopez
29. 3101 Temple Ave. 130 600 6,000 P,R,RS,S,SA,SD,SR,W,X General Manager
Pomona, CA 91768 (909) 598-7666/598-5654
www.shiloinns.com
Indian Wells Resort Hotel 155 7,000 4,800 $89-299 C,GS,T,R,FP,GC,B,CB,G, Brad Weimer
30. 76-661 Highway 111 29 380 CB,F,CH,CR,N,P,I,R,L,H,X General Manager
Indian Wells, CA  92210 (760) 345-6466/772-5083
www.indianwellsresort.com
Northwoods Resort 148 9,000 4,000 $109-599 B,C,CR,F,FP, Jimmy Negrori
31. 40650 Village Dr. 9 400 GS,H,I,L,N,P,R General Manager
Big Bear Lake, CA 92315 (909) 866-3121/866-1451
www.northwoodsresort.com
La Quinta Inn & Suites Ontario Airport 144 675 675 $79-149 FP,N,P,CB,H, Alex Oh
32. 3555 Inland Empire Blvd. 8 40 W,C,CR,I,F,X General Manager
Ontario, CA 91764 (909) 476-1112/476-1121
www.lqi.com
Ayres Suites Ontario at the Mills Mall 140 2,222 1,190 $125-375 FP,N,P,CB,H, Carlos Mendoza
33. 4370 Mills Cir. 8 80 CR,F,X General Manager
Ontario, CA 91764 (909) 481-0703/484-2601
cmendoza@ayreshotels.com
Aloft Ontario 136 504 N/A $99-299 B,CB,CR,F,FP,GS,H,I,L, Gonzalo Rodriguez
34. 10480 Fourth St. 35 N,OC,P,SD,W,X General Manager
Rancho Cucamonga, CA 91730 (909) 484-1685/484-6491
christina.slim@aloftontario-rc.com
Hyatt Place 127 850 N/A $119-249 B,FP,N,P,CB,CH, na
35. 4760 E. Mills Cir. 57 H,CR,I,W,F,X
Ontario, CA 91764 (909) 980-2200/758-5212
www.hyattplace.com
Fairfield Inn By Marriott 116 N/A N/A $79-99 B,CB,CR,F,,P,SD,ST Denise Guard
36. 3201 E. Centre Lake Dr. 0 General Manager
Ontario, CA 91761 (909) 390-9855/390-9835
ffi.ontfi.gm@marriott.com
continued on page. 34
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are the Claremont Colleges and Cal
Poly Pomona. There are also sever-
al community colleges located in
the area. 
• As noted above, the Inland Empire is a hub for transportation
services in Southern California. For travelers, there are the
L.A./Ontario International Airport, easy freeway access, two rail
lines, and passenger service offered by Amtrak and Metrolink (three
lines). In addition, three ex-military air fields are being redeveloped
for commercial use: George Air Force Base renamed as the Southern
California Logistics Airport; Norton AFB repurposed as the San
Bernardino International Airport; and March AFB as the March
Inland Port. 
• The two-county Inland Empire has a diverse portfolio of qual-
ity of life elements. Resort destinations in the desert feature champi-
onship golf courses and tennis tournaments, while those in the moun-
tains offer skiing in the winter and mountain hiking and biking the
rest of the year. Several Indian casinos are located in the Coachella
Valley. There are several fine and performing arts venues. The Auto
Club (formerly California) Speedway in Fontana is the largest auto
racetrack in Southern California. 
For additional information, contact: Los Angeles County
Economic Development Corporation (LAEDC) 444 S. Flower Street,
37th Floor, Los Angeles CA 90071. T: 213.236.4847 C: 626-773-
2325 E: Lawren.Markle@LAEDC.org
LAEDC’s...
continued from pg. 6
to the front gate for entry.  All
Ticket Sales are Final.  A portion
of ticket sales to non-profit
organizations  including the Gen
Giammanco Foundation which
provides financial support to
student athletes to assist in their
pursuit of both scholastic and
athletic success.  For a full list of
participating breweries, more
information and to purchase
tickets, visit www.californi-
abeerfestival.com/sandimas.php
#anchor.   Founded in 2009,
California Beer Festival also
holds annual events in Ventura,
Santa Cruz and Marin County.
Beer Festival...
continued from pg. 12
Information: Once you get to the fee
information, how easy is it to digest? – 10
points maximum.
We analyzed the “readability” of the
fee disclosures (either within the full disclosure or within a comprehensive summa-
ry, when available). Points were subtracted for including multiple account types on
one disclosure, small print, the length of the disclosure as well as the general organ-
ization of the document
• 2 points = Based on the number of accounts listed in the fee disclosure
• 2 points = If the disclosure listed fees for only one account
• 0.5 points = If the document listed more than one account
• 0 points = If the document could not be located
• 2 points = Based on font size of the fee disclosure
• 2 points = If information in the disclosure is listed in normal size
print (if less than 12 pixels, the font was considered small)
• 0.5 points = If font used was small
• 0 points = If the document could not be located
• 3 points = Based on the length of the fee section in the disclosure
• 3 points = If disclosure is up to 3 pages long
• 2 points = If disclosure is 4 pages long
• 1 point = If disclosure is 5 pages long
• 0.5 points = If disclosure is more than 5 pages long
• 0 points = If disclosure is missing
• 3 points = Based on the general organization of the document
• 3 points = If disclosure is very well organized (i.e. similar to the
design proposed by Pew)
• 1.5 points = If disclosure has average organization
• 0.5 points = If disclosure is poorly organized
• 0 points = If disclosure is missing
Total Number of Fees: In calculating the total number of fees, we did not
include fees that we considered to be extraneous to the basic services associated
with a checking account. Fees excluded from the count include safety deposit box-
related fees, personalized checks/specialty debit cards, gift cards, legal charges for
garnishments, tax levy or child support, and coupon and bond-related fees.
The inconsistency in disclosure policies made it impossible for us to confident-
ly report on the specific number of fees associated with each account, as we were
never certain if Bank A had more fees listed than Bank B or whether Bank A was
simply disclosing more fees up front. As a result, we chose to report only the
approximate average number of fees associated with a checking account.
To view the entire list or for more information visit www.WalletHub.com.
Checking...
continued from pg. 38
able following, it may be easy to
reward a follower for a referral
with a discount or small free
item if the referral becomes a
customer. (A more complex
response mechanism will likely
be required for those with a larg-
er following.) At the least, you
can give a public “pat on the
back” by writing a post or tweet
directed to your follower thank-
ing him or her for the referral.
This acknowledgement will also
spur others to direct referrals
your way. 
Don’t forget to alternate pro-
motional and advertisement
posts, especially on Twitter,
with other posts that reflect your
passions or provide tips, infor-
mation about local events, or
other helpful information.
For additional information,
contact Kaylee Noble at
Kathleen McEntee and
Associates, Ltd. at 79-405
Social Media...
continued from pg. 19
his two son-in-laws David and
Todd, and his four grandchil-
dren.
Memorial Services will be
held on Sept. 12th at 1:00 p.m.
at the Crossing Church, at the
Loft Building, located at 2115
Newport Boulevard, Costa
Mesa, CA 92627.  Attendees are
instructed to park in the parking
structure.  In lieu of flowers,
donations may be made payable
to “The Trellis-Homeless
Project” and sent to 303 23rd
Street, Costa Mesa, CA 92647.  
Bill:  We are missing you—
Rest in Peace!
Publisher...
continued from pg. 20
Highway 111, Ste. 9-486, La
Quinta, CA 92253 or call (619)
218-9921 or email at
Knoble@KMcEnteeAssoc.com.
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AZUCENA'S GORDITAS
RESTAURANT
52565 HARRIZON ST. 
STE. 108
COACHELLA, CA 92236
VALENCIA, MICAELA
81280 BEGONIA CT.
INDIO, CA 92201
TOP SALES AND
SERVICES
2021 PASEO RACQUETA
PALM SPRINGS, CA 92262
KHOURY, LUJIA
2021 PASEO RACQUETA
PALM SPRINGS, CA 92262
BLOOM CONTAINER
GARDENS
79301 SPALDING DR.
BERMUDA DUNES, CA
92203
THOMSON, KEVIN LEROY
79301 SPALDING DR.
BERMUDA DUNES, CA
92203
THOMSON, TERRI ALICE
79301 SPALDING DR.
BERMUDA DUNES, CA
92203
IGLESIA NUEVA 
CREACION EN CRISTO
49571 CINNABAR LN.
COACHELLA CA, 92236
FIMBRES, FIMBRES
49571 CINNABAR LN.
COACHELLA, CA 92236
MARQUEZ, FERNANDO
48095 JILLIAN CT.
INDIO, CA 92201
MONTEZ, JENNY
49571 CINNABAR LN.
COACHELLA, CA 92236
ULTIMATE VISIONS
23233 BERRY RD.
DESERT HOT SPRINGS,CA
92241
CARROLL, NAM FON
23233 BERRY RD.
DESERT HOT SPRINGS, CA
92241
CARROLL, WILLIAM LE
MOINE
23233 BERRY RD.
DESERT HOT SPRINGS, CA
92241
DIESEL #3
74-794 42ND AVE. 
PALM DESERT, CA 92260
O'NEIL, MICHAEL ALLAN
52105 AVENIDA HERRERA
LA QUINTA, CA 92253
AAA QUALITY
COMMUNICATIONS
74-794 42ND AVE.
PALM DESERT, CA 92260
MAO CORPORATION
PO BOX 14285
PALM DESERT, CA 92255
CRIME SCENE CLEANERS
- RIVERSIDE COUNTY
2287 ROBINHOOD PL.
ORANGE, CA 92867
NALLY, JAMES RAYMOND
2287 ROBINHOOD PL.
ORANGE, CA 92867
MOHICA TOWING INC
68315 KIELEY RD.
CATHEDRAL CITY, CA
92234
GIRLS NIGHT OUT
TREASURES
40431 CAMINO 
MONTECITO
INDIO, CA 92203
RIGA, CHEY ANNE
40431 CAMINO 
MONTECITO
INDIO, CA 92203
SIMON, SHIRLEY JEAN
78543 SAN MARINO CT.
LA QUINTA, CA 92253
CONTRACTORS
SCAFFOLDING SERVICES
370 MEYER CIR.
STE. 5
CORONA, CA 92879
TRAFFIC LOOPS AND
SAWING SPECIALISTS, INC.
627 S. MANCHESTER
ANAHEIM, CA 92802
QUIZNOS OF INDIO
82-451 HWY 111 
INDIO, CA 92201
PERFECTO, LLC
44-250 MONROE ST.
INDIO, CA 92201
INTERNATIONAL CASINO
ACADEMY
68555 RAMON RD.  
CATHEDRAL CITY, CA
92234
LYNN, KATHLEEN JEAN
12471 LITTLE MORONGO RD.
DESERT HOT SPRINGS, CA
92240
RND MOTORS
83-347 HWY 111
INDIO, CA 92201
RODRIGUEZ, RUDY
SEGOVIA
1143 OBELISCOS
CALEXICO, CA 92231
BDA PUBLICIDAD
2764 RIDGELINE DR. 
CORONA, CA 92882
REYES, DAMIAN
2764 RIDGELINE DR. 
CORONA, CA 92882
CARMENITA SEAFOOD
RESTAURANT
24805 ALESSANDRO BLVD.
MORENO VALLEY, CA
92553
HERNANDEZ, FELICITAS
7672 LANKERSHIM AVE.
HIGHLAND, CA 92346
MILLION ENERGY
COMPANY
31602 LEATHER WOOD DR.
WINCHESTER, CA. 92596
GIBSON, SAMANTHA LEE
31602 LEATHER WOOD DR.
WINCHESTER, CA 92596
MILLION ENERGY
COMPANY
31602 LEATHER WOOD DR.
WINCHESTER, CA. 92596
MODAVIS, RON DAVID
29432 PORT ROYAL
LAGUNA NIGUEL, CA 92677
SLAVO, CHRISTOPHER
JUDE
31602 LEATHER WOOD DR.
WINCHESTER, CA 92596
SMOKERS ZONE
126 N. MAIN ST.  
LAKE ELSINORE, CA 92530
AMAN, WALI
31843 MCCARTNEY DR.
WINCHESTER, CA 92596
RICH WILMS TRANSPORT
25946 RIDGEMOOR RD.
SUN CITY, CA 92546
WILMS, RICHARD CARL
25946 RIDGE MOOR RD.
SUN CITY, CA 92546
SKIN CARE BY DEENA
39694 WINCHESTER RD.  
TEMECULA, CA 92591
GADAHN, DEENA MARY
29722 DESERT JEWEL DR.
MENIFEE, CA 92584
REFERRAL NETWORK
72-605 HIGHWAY 111 
PALM DESERT, CA 92260
TECHNOLOGY SQUARED
2762 MOORGATE PL.
RIVERSIDE, CA 92506
CANNELL, WILLIAM
GLEN
6054 ELENOR ST.
RIVERSIDE, CA 92506
HUGHES, STEVEN
CHARLES
29774 MASTERS DR.
MURRIETA, CA 92563
LAWRENCE, SAMUEL
REAN
2762 MOORGATE PL.
RIVERSIDE, CA 92506
A H REHMAN
7880 LAYTON ST.
RANCHO CUCAMONGA,
CA 91730
ACE CONSTRUCTION
657 NORTH VALLEJO WAY
UPLAND, CA 91786
AG-TECH DAIRY & FOOD
LABORATORY
13529 EUCLID AVE.
ONTARIO, CA 91762
ALFARO JR. TRUCKING
2415 W. LUGONIA AVE.
REDLANDS, CA 92374
ALTA LAGUNA
COMMUNITY
10210 BASELINE RD.
RANCHO CUCAMONGA,
CA 91701
B & B SECURITY
SERVICES
7355 LYONS AVE
HESPERIA, CA 92345
BAD ASS COFFEE
COMPANY RANCHO
CUCAMONGA
11460 KENYON WAY
RANCHO CUCAMONGA,
CA 91701
BAXTER DOGS
12583 HIGHLAND AVE.
RANCHO CUCAMONGA,
CA 91739
BLACK OAK REAL
ESTATE
23794 LAKE DR.
CRESTLINE, CA 92325
BLUE PALM CORP.
15450 WEST SAND ST.
STE. 200
VICTORVILLE, CA 92392
BRITT'S OFFICE
12918 4TH ST.
YUCAIPA, CA 92399
BRIVAL CLEANING
SERVICES DBA JANPRO
11088 CARLOW CT.
ALTA LOMA, CA 91701
BUDGET INN OF
ADELANTO
11625 LAWSON AVE.
ADELANTO, CA 92301
CALICO CONSULTANTS
550W 6TH ST.
ONTARIO, CA 91762
CERTIFIED WELDING &
EXHAUST
321 HIGHWAY 138
CRESTLINE, CA 92325
CESAR BEAUTY SALON
8980 BENSON AVE.
MONTCLAIR, CA 91763
CHIMNEY CHARM
39609 BIG BEAR BLVD.
BIG BEAR LAKE, CA 92315
CJS PC REPAIR &
NETWORKING
10570 MUSTANG CIR.
STE. 1
MONTCLAIR, CA 91763
CLEANING SERVICE
9595 RAMONA AVE.
MONTCLAIR, CA 91763
CORNERSTONE AUTO
TRANSPORT
19512 JURUPA AVE.
BLOOMINGTON, CA 92316
CUSTOM IMAGE AUTO
DETAILING
2644 SECRET DR.
STE. 2
RUNNING SPRINGS, CA
92382
DANIEL TAYLOR
8182 RANCHERIA DR.
STE. D-2
RANCHO CUCAMONGA,
CA 91730
DIALYZE UNIVERSITY
10808 FOOTHILL BLVD.
STE. 180-158
RANCHO CUCAMONGA,
CA 91730
DIVERSE CAPITAL
SOLUTIONS CORP.
15450 WEST SAND ST.
STE. 201
VICTORVILLE, CA 92392
DOMINOS PIZZA
8127 MULBERRY AVE. 
STE. 101
FONTANA, CA 92335
EDELWEISS DESIGNS
23939 CRESTA DRIVE
CRESTLINE, CA 92325
EMERITUS AT VICTORIAN
COURT
1031 N. EUCLID AVE.
ONTARIO, CA 91762
EXSALONCE HAIR
STUDIO
17144 SLOVER AVE.
STE. K-117
FONTANA, CA 92337
FOR THESE THREE
154-A WEST FOOTHILL
BLVD.
UPLAND, CA 91786
FORECLOSURE STOP
CENTER, INLAND HELP
DIVISION
1221 E. BIG BEAR BLVD.
BIG BEAR CITY, CA 92314
FOUR SEASONS
GARDENING
6651 KAISER AVE.
FONTANA, CA 92336
FOWLER AND
ASSOCIATES
2157 MALATI CIR.
UPLAND, CA 91784
FROG QUEEN CARDS &
GIFTS
204 W. F ST. 
ONTARIO, CA 91762
G & K PROPANE
55596 YUCCA TR.
YUCCA VALLEY, CA 92284
GALAX GLOBAL GROUP
DBA DEW
30521 INDEPENDENCE AVE.
REDLANDS, CA 92374
GOODGUYS SMOG 2
24927 EAST 5TH ST.
SAN BERNARDINO, CA
92410
GREEN LIFE NUTRITION
935 W FOOTHILL BLVD.
RIALTO, CA 92376
GREEN VALLEY
LANDSCAPE
1426 W. JACKSON ST.
RIALTO, CA 92376
H & B SERVICES
19576 KENDALL DR.
SAN BERNARDINO, CA
92407
HD INDUSTRIAL INC.
22366 PAHUTE RD.
APPLE VALLEY, CA 92308
HOME PLUS FURNISHING
AND HAWAIIAN CAFE
425 E. FOOTHILL BLVD.
RIALTO, CA 92376
HOUSE OF ANGELS
3664 N. E ST.
SAN BERNARDINO, CA
92405
INLAND FIRE &
SECURITY
295 S. SIERRA WAY
STE. 1-F
SAN BERNARDINO, CA
92408
INLAND SIGNAL &
SECURITY
295 S. SIERRA WAY
SAN BERNARDINO, CA
92408
INTELCOMPUTERS
1101 N.MT VERNON AVE.
COLTON, CA 92324
J & J ACCESSORIES
9773 SIERRA AVE.
STE. 23
FONTANA, CA 92335
JAE GROUP INC.
6540 KAISER AVE.
FONTANA, CA 92336
JIRON AND ASSOCIATES
9719 SUMMERHILL RD.
RANCHO CUCAMONGA,
CA 91737
KEEP IT ON THE DL
7697 LAUREL AVE.
FONTANA, CA 92336-2371
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Inland Empire’s Largest Hotels
Ranked by Number of Roomscontinued from page. 31
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort is made to ensure the
accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright
2013 by IEBJ.
B=Business Service, C=Concierge, CB=Complimentary Continental Breakfast, CH=Complimentary Cocktail Hour, CR=Corporate Rates, F=Fitness Facility, FP=Free Parking, G=Golf Course, GS=Gift Shop, H=Handicapped Rooms, I=In-Room Movies, L=Lounge,N=Non-
Smoking Rooms, OC=Outside Catering, P=Pool, R=Restaurant, RS=Room Service, S=Spa, SA=Sauna, SD=Senior Discounts, SR=Steam Room, ST=Satellite Television, T=Tennis, W=Weekend Packages, X=Transfers from Nearest Airport
Hotel # of Rooms Total Meeting Max. Sq. Ft. Rate Range Amenities Top Local Executive
Address # of Suites Sq. Ft. Exhibit Area * May be Title
City, State, Zip Largest Group Seasonal Phone & Fax
E-Mail Address
Four Points by Sheraton 115 1,300 1,300 $89-295 B,CR,F,FP,GS,H,P, Scott Gladney
37. 11960 Foothill Blvd. 3 R,RS,X General Manager
Rancho Cucamonga, CA 91739 (909) 204-6100/204-6111
www.fourpoints.com/ranchocucamonga
Best Western Heritage Inn 107 2,300 1,300 $94-159 B,FP,N,P,CB, Jenny Liu
38. 8179 Spruce Ave. 8 175 CR,F,H,I, General Manager
Rancho Cucamonga, CA 91730 (909) 466-1111/466-3876
rancho@greatwesternhotels.com
Ayres Inn 101 750 N/A $99 Full Buffet Breakfast, Scott Smith
39. 2260 GriffinWay 0 30 Evening Refreshments, General Manager
Corona, CA 92879 Comp. Guest Laundry, (951) 734-2140/734-4056
Exercise Room www.ayreshotels.com
Holiday Inn Express & Suites 93 737 N/A $99-250 B,CB,C,F,FP,GS,H,I,L,N,P Keesha Jones
40. 9589 Milliken Ave. 40 S,SD,W,X General Manager
Rancho Cucamonga, CA 91730 (909) 581-3846/581-3949
kjones.hie1@verizon.net
Ontario Grand Inn & Suites 92 440 N/A $99-159 B,FP,F,L,Cafe,Pool,X Mathew Solis
41. 3333 Shelby St. 34 General Manager
Ontario, CA 91764 (909) 948-7000/948-7008
msolis@hotelontarioca.com
Hampton Inn & Suites 91 N/A $119-180 B,CB,F,P,I,L,X Hillary Anderson
42. 4500 East Mills Cir. 30 648 General Manager
Ontario, CA 91764 (909) 980-9888/980-0063
www.hilton.com
Econo Lodge 80 483 N/A $64-199 CB,CR,FP,H,N,P,X Bob Solanki
43. 1655 E. 4th St. 0 General Manager
Ontario, CA 91764 (909) 986-8898/986-1377
gm.ca443@choicehotels.com
Country Inn & Suites 79 2,100 2,100 $89-199 B,CB,CR,F,FP,OC,P, Karen Pedersen
44. 4674 E. Ontario Mills Parkway 38 115 RS,X,Laundry General Manager
Ontario, CA 91764 (909) 204-5365/204-5366
www.countryinns.com
Best Western Big Bear Chateau 77 3,464 3,369 $99-450 CR,F,FP,G,I,L,N, Lisa Le
45. 42200 Moonridge Rd. 4 355 P,R,H General Manager
Big Bear Lake, CA 92315 (909) 866-6666/866-8988
www.bestwestern.com
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Golf Courses in the Inland Empire
Listed Alphabetically
Course Name Mgmt. Co. or Owner Green Fees: Length of Course (Yds.) Year Built Top Local Pro or Manager
Address Type of Course Weekdays # Rounds played Yearly Course Designer Title
City, State, Zip Membership Fees Weekends Reservation Phone Phone/Fax
E-Mail Address
Caliente Springs R.V. Resort Tim Manthei $10 785 1997 Christy Harper
1. & Golf Course Resort/Semi-Private $10 na Ray Ramirez Resort Manager 
70-200 Dillon Rd. N/A (888) 894-7727 (760) 329-2979/251-2672
Desert Hot Springs, CA 92241 calientesprings@calientesprings.com
Calimesa Country Club The Braswells $23-32 6,000 1959 Bev Carlson
2. 1300 S. 3rd St. Public $24-42 30,000 N/A General Manager
Calimesa, CA 92320 na (909) 795-2488 (909) 795-2488/795-3578
www.calimesacountryclub.com
Cathedral Canyon Country Club Welk Resort Group $40 - $85 6,502 1972 Darren Stanek
3. 68311 Paseo Real Semi-Private $45 - $85 68,000 David Rainville General Manager
Cathedral City, CA 92234 $1,500 - $2,500 (760) 328-6571 (760) 328-6571/202-9121
www.cathedralcanyon.com
Colton Golf Course $20 3,108 1961 Steve Martin
4. 1901 W. Valley Blvd. Public $22 60,000 Robert Trent Jones, Sr. General Manger
Colton, CA 97324 N/A (909) 877-1712 (909) 877-1712/877-2226
www.coltongolf.com
Cross Creek Golf Club KYM $65 6,833 2001 Tim Garner
5. 43860 Glen Meadows Semi-Private $85 44,000 Arthur Hills General Manager
Temecula, CA 92590 $250-400 (909) 506-3402 (951) 506-3402/506-6802
www.crosscreekgolfclub.com
Date Palm Country Club ELS $20-25 3,083 1972 David Smith
6. 36-200 Date Palm Dr. Semi-Private $20-25 35,000 Ted Robinson General Manager
Cathedral City, CA 92234 $2,000 (866) 465-3914 (760) 328-6514/321-2473
david.smith@date.com
Desert Dunes Golf Club Brooks Street $100 6,876 1989 Olen Bartley
7. 19-300 Palm Dr. Public $110 45,000 Robert Trent Jones Jr. General Manager
Desert Hot Springs, CA 92240 $200 (760) 251-5370 (760) 251-5370/251-5371
info@desertdunesgolf.com
Desert Willow Golf Resort Kemper Sports $30-70 7,056/6,913 1997/1998 Richard Mogersen
8. 38995 Desert Willow Dr. Public 75,000 Michael Hurzdan, General Manager
Palm Desert, CA 92211 N/A Dana Fry, John Cook (760) 346-7060/346-7444
(760) 346-7060 info@desertwillow.com
Eagle Glen Golf Club Privately Owned $19-49 6,930 1999 Steve Jeffrey
9. 1800 Eagle Glen Pky. Public $29-69 na Gary Roger Baird General Manager, PGA
Corona, CA 92883-0620 Open (909) 272-4653 (951) 278-2842/278-0322
www.eagleglengc.com
Morango Golf Club Choon Man Lee $45-50 7,337/7,442 2000 Brad Storman
10. 36211 Champions Dr. Daily Fee $60-65 80,000 Schmidt-Curley Design Director of Operations
Beaumont, CA 92223 $1,500-4,500 (951) 845-0014 (877) 742-2500/(951) 845-0280
bstorman@eastvalleygolfclub.com
El Prado $26 6,508/6,671 1976 Bruce Janke
11. 6555 Pine Ave. Public $40 55,000/57,000 H. & D. Rainville General Manager
Chino, CA 91710 N/A (909) 597-1753 (909) 597-1753/393-5061 (909) 597-1753/393-5061
www.elpradogolfcourses.com
Empire Lakes Golf Course Empire Lakes $45-75 5,200/6,923 1995 Eugene Park
12. 11015 Sixth St. Public $50-90 na Arnold Palmer General Manager
Rancho Cucamonga, CA 91730 Yes (909) 481-6663 (909) 481-6663/481-6763
info@empirelakes.com
General Old Golf Course Donovan Bros. Golf $19-37 6,794 1955 Kiki Garcia
13. 16700 Village West Dr. Public $21-49 65,000 na Head Golf Prof.
Riverside, CA 92518 Military & Sr. Discounts (909) 697-6690 (951) 697-6690/697-6694
generaloldgolf@wildblue.net
Green River Golf Club Course Co., Inc. $19-44 6,470/6,275 1958 Judy Saguchi
14. 5215 Green River Rd. Public- Daily Fee $26-52 95,000 Lawrence Hughes/Carey Bickler General Manager
Corona, CA 92880 N/A (909) 737-7393 (951) 737-7393/737-7432
www.playgreenriver.com
Green Tree Golf Course City of Victorville $35 6,643 1964 Joe Gargan
15. 14144 Green Tree Blvd. Public $40 32,000 Bill Bell Director
Victorville, CA 92392 $125/Month ($175 w/ cart) (760) 245-4860 (760) 245-4860/245-5479
www.victorvillegolf.com
Heritage Palms Golf Club Heritage Palms $30-$115 6,727 1996 Gordon Leith
16. 44291 Heritage Palms Dr. Semi-Private na Arthur Hills Director
Indio, CA 92201 N/A (760) 772-7334 (760) 772-7334/360-4124
gleith@heritage.com
Hesperia Golf & Country Club Alexander Rickards $30 6,996 1955 Brandon McNaulty
17. 11970 Bangor Ave. Public $36 na Bill Bell Jr. General Manager 
Hesperia, CA 92345 $125-310 (760) 244-9301 (760) 244-9301/244-9238
hesperiacc@aol.com
Hidden Spring Country Club $10-15 3,054 1977 Alex Augustyn
18. 15500 Bubbling Wells Rd. Public na Unknown (760) 288-4653/329-4414
Desert Hot Springs, CA 92240 N/A (760) 329-8816 www.cal-am.com
Hidden Valley Golf Club Gratitude Golf Mgmt. $40-50 6,880 1997 Jim Marabella
19. 10 Clubhouse Dr. Public $50-75 32,000 Casey O’Callaghan General Manager
Norco, CA 92860 Daily Fee (909) 737-1010 (951) 737-1010/737-2424
george@hiddenvalleygolf.com
continued on page. 36
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Golf Courses in the Inland Empire
Listed Alphabetically continued on page. 37continued from page. 35
Course Name Mgmt. Co. or Owner Green Fees: Length of Course (Yds.) Year Built Top Local Pro or Manager
Address Type of Course Weekdays # Rounds played Yearly Course Designer Title
City, State, Zip Membership Fees Weekends Reservation Phone Phone/Fax
E-Mail Address
Indian Hills Golf Club Cox/West Properties $38 6,140 1965 Jerremy Clevenger
20. 5700 Clubhouse Dr. Public $55 60,000 Harold Heers General Manager
Riverside, CA 92509 $39.95 (909) 360-2090 (951) 360-2090/685-0990
www.indianhillsgolf.com
Indian Palms Country Club Dave Weimert $25-80 6,400 1948 Reggie Cox
21. 48-630 Monroe St. Resort $45-70 40,000+ Cochran/Detweiler General Manager
Indio, CA 92201 $3,775 (760) 347-2326 (760) 775-4444/775-4445
reggie@indiopalms.com
Indian Springs Golf & Country Club Neil Finch $40-99 6,713 (Gold Tees) 2000 Neil Finch
22. 79940 Westard Ho Semi-Private $45-99 30,000 Dave Ginkel PGA, GM, Dir. of Golf
Indio, CA 92201 N/A (760) 200-8988 (760) 200-8988/200-2434
neil@indianspringsgc.com
Indian Wells Golf Resort Trone Golf $65-$195 7,050 2006 Richard Carter
23. 44-500 Indian Wells Ln. Public $70-195 7,375 John Fought General Manager
Indian Wells, CA 92210 88,000 (760) 346-4653 (760) 346-4653/340-1035
rcarter@iwgr.com
Indio Golf Course City of Indio $15-$20 3,004 1964 Jim Curtis
24. 83-040 Ave. 42 Public $15-$20 50,000 Larry Hughes General Manager
Indio, CA 92201 N/A $14/Cart (760) 347-9156 (760) 347-9156/347-5282
jcurtis@indio.org
Jurupa Hills Country Club Karen Vlah $28-46 6,020 1960 Karen Vlahos
25. 6161 Moraga Ave. Public $34-46 na Billy Bell GM
Riverside, CA 92509 N/A (w/cart) (909) 685-7214 (951) 685-7214/685-4752
www.jurupahillscountryclub.net
La Quinta Dunes Course Morgan Stanley $59-159 6,750 1985 Bill Shaw
26. 49-499 Avenida Vista Bonita Resort $70-159 30,000 Pete Dye General Manager
La Quinta, CA 92253 Yes (800) 742-9378 (760) 564-7686/771-5735
www.laquintaresort.com
La Quinta Mountain Course Hilton Corporation $79-179 6,750 1985 Bill Shaw
27. 49-499 Avenida Vista Bonita Public/Private 40,000 Pete Dye Director of Golf
La Quinta, CA 92253 Yes (800) 742-9378 (760) 564-7686/771-5735
www.laquintaresort.com
Marriott’s Rancho Las Palmas KSL Resorts $29-109 6,089 1977 Brenton Rice
28. 42000 Bob Hope Dr. Private/Resort $50-129 45,000 Ted Robinson Head Golf Pro PGA
Rancho Mirage, CA 92270 $6,500 (760) 862-4551 (760) 862-4551/862-4582
brice@rancholaspalmas.com
Marshall Canyon Golf Club James Duffin II $23 6,100 1966 Kenny Murray
29. 6100 N. Stephens Ranch Rd. Public $31 80,000 Adams, Latham, Kripp & Wright PGA Professional
La Verne, CA 91750 N/A (cart not included) (909) 593-8211 (909) 593-8211/593-3050
www.marshallcanyon.com
Mesquite Golf & Country Club James & Janet Yoo $59-99 6,328 1985 Tom Doyle
30. 2700 E. Mesquite Ave. Resort N/A General Manager
Palm Springs, CA 92264 $2,500 Single/$4,500 Fam. (2) (Seasonal) (760) 323-9377 (760) 323-9377/323-7108
www.mesquitegolf.com
Westin Mission Hills North - G. Player Crse.Troon Golf $85-145 7,062 1991 Jon Vesper
31. 70-705 Ramon Rd. Public $160 40,000+ Gary Player Director of Golf
Rancho Mirage, CA 92270 N/A (760) 770-2908 (760) 770-2908/321-5927
www.westinmissionhillsgolf.com
Mission Lakes Country Club Equity Owned by Members $55 6,737 1971 Robert Duncan
32. 8484 Clubhouse Blvd. Semi-Private $75 40,000 Ted Robinson Head Golf Professional
Desert Hot Springs, CA 92240 Must Be Property Owner (760) 329-8061 (760) 329-8061/329-9286
www.missionlakescountryclub.com
Moreno Valley Ranch Golf Club Total Companies $35 6,898 1988 Jeff Johnson
33. 28095 John F. Kennedy Dr. Public $60 50,000 Pete Dye General Manager/PGA
Moreno Valley, CA 92555 N/A (909) 924-4444 (951) 924-4444/247-7191
johnsonpga@aol.com
Mountain Meadows Golf Course American Golf Corp. $37.50 6,440 na Chad Hackman
34. 1875 Fairplex Dr. Public $45.50 100,000 Ted Robinson General Manager/PGA
Pomona, CA 91768 N/A (909) 623-3704 (909) 623-3704/469-1179
www.americangolfcorp.com
Mountain Vista Golf Course Sun City Palm Desert $30-$89 6,700 1992 John McLaughlin
At Sun City Palm Desert Semi-Private (Seasonal) 65,000 Billy Casper & Greg Nash Heal Golf Pro PGA
35. 38180 Del Webb Blvd. N/A (Twilight Available) (760) 200-2200 (760) 200-2200/200-2230
Palm Desert, CA 92211 john.mclaughlin@scpdca.com
Rivers Edge Golf Course $30-50 6,189 1960 J.C. Bacon
36. 144 Marina Dr. City Municipal 38,000 Harry Rainville Head PGA Professional
Needles, CA 92363 N/A (760) 326-3931 (760) 326-3931/326-6606
ndlsgolf@citlink.net
North Golf Course Members $19.50 4,010 1970 Jim Spooner
37. 26660 McCall Blvd. Public $25 50,000 Del Webb General Manager
Sun City, CA 92586 Yes (951) 679-5111 (951) 679-5111/679-9902
www.northgolfcourse.net
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Oak Valley Golf Club Oak Valley Mgmt., LLC $35-55 7,003 1990 Mike Pearson
38. 1888 Clubhouse Dr. Public $45-75 4,000 Landmark Signature Design Director of Golf
Beaumont, CA 92223 N/A (909) 769-7200 (951) 769-7200/769-1229
www.oakvalleygolf.com
Pala Mesa Resort Jim Stone $60 6,502 1964 Jay Lee
39. 2001 Old Highway 395 Resort Public $90 65,000 Dick Rossen General Manager
Fallbrook, CA 92028 N/A (760)728-5881 (760) 731-6803/723-8292
prockwood@palamesaresort.com
Palm Desert Country Club GP Golf $20-$75 6,800 (Blue Tees) 2005 Dave Simmons
40. 77-200 California Dr. Semi-Private (Seasonal) 40,000 na General Manager
Palm Desert, CA 92211 Yes (Twilight Available) (760) 345-2525 (760) 345-2525/360-3543
mjohnson@pdcc.com
Palm Desert Resort Country Club SR Mutualnv. Corp. $25-$90 6,585 1980 Matt Gebel
41. 77-333 Country Club Dr. Resort 36,000 Joe Mullenux General Manager
Palm Desert, CA 92211 $5,000 (760) 345-2791 (760) 345-2781/345-6523
www.theresorter.com
Paradise Knolls Golf Club American Golf Corp. $35 6,281 1964 Jeff Walser
42. 9330 Limonite Ave. Public - Daily Fee $47 65,000 Leonard Wood General Manager
Riverside, CA 92509 N/A (909) 685-7034 (951) 685-7034/685-8504
gm@paradiseknolls.com
PGA West KSL Recreation $235-$250 All Championship Length 1986-1999 Michael Kelly
43. PGA Blvd. 4 Private/2 Resort $235-$250 250,000 Dye, Nicklaus, Palmer, Executive Director
La Quinta, CA 92253 $100,000 Weiskopf, Norman (760) 564-7100/564-7156
(760) 564-7606 www.pgawest.com
Rancho Mirage Country Club RMDI Corp. $25-$85 6,111 1983 Mark Startup
44. 38-500 Bob Hope Dr. Public 40,000 Harold Heers Head Golf Pro
Rancho Mirage, CA 92270 $3,600-4,800 (760) 324-4711 (760) 324-4711/324-1165
www.ranchmiragegolf.com
Redhawk Golf Club Pacific Golf $35-70 6,755 (Blue Tees) 1990 Gina Dells
45. 45100 Redhawk Parkway Public $55-90 42,000 Ron Fream Golf Operations Manager
Temecula, CA 92592 $2,750-$3,250 (800) 451-HAWK (951) 302-3850/302-3851
www.mcmillin.com
San Bernardino Golf Club J.G. Golfing $33 5,779 1967 Tom Self
46. 1494 S. Waterman Public $44 75,000 Dan Brown General Manager
San Bernardino, CA 92408 $60 (Men’s Club) (909) 885-2414 (909) 885-2414
www.sanbernardinogolfclub.com
The Golf Club at Rancho CA So. Cal. Golf Association $35-55 7,060 1971 Cody Cunningham
47. 39500 Robert Trent Jones Parkway Public $45-85 55,000 Robert Trent Jones Sr. Director of Golf
Murrieta, CA 92563 N/A (909) 677-7446 (951) 677-7446/677-7449
www.scgagolfcourse.com
Shandin Hills Golf Course Eagle Golf $49 6,517 1983 Tony Chavez
48. 3380 Little Mountain Dr. Public $36 na Carey Bickler General Manager
San Bernardino, CA 92405 N/A (909) 886-0669 (909) 886-0669/881-2138
www.shandinhillsgolf.com
Sierra Lakes Golf Club Donovan Brothers Golf Inc. $46-54 6,805 2000 Rick Danruther
49. 16600 Clubhouse Dr. Public $74 N/A Ted Robinson General Manager, PGA
Fontana, CA 92336 N/A (909) 350-2500 (909) 350-2500/350-4600
www.sierralakes.com
Soboba Springs Royal Vista Golf Course Soboba Band $59 6,888 1967 na
50. 1020 Soboba Rd. Semi-Private $75 60,000 Desmond Muirhead
San Jacinto, CA 92583 Variable (909) 654-9354 (951) 654-9354/654-6068
www.sobobaspringscc.com
Tahquitz Creek Golf Resort Arnold Palmer Golf Mgmt. $39-99 6,775/6,705 (L) 1957/(R) 1995 Brandon Alexander
51. 1885 Golf Club Dr. Public $44-99 90,000 Billy Bell/Ted Robinson General Manager 
Palm Springs, CA 92264 N/A (760) 328-2375/324-8122 (760)328-2375/324-8122
balexander@centurygolf.com
Temecula Creek Inn JC Golf $55-60 6,605/6,690/6,784 N/A Curtis Rowe
52. 44501 Rainbow Canyon Rd. Semi-Private $80 85,000 Dick Rossen/Ted Robinson Director of Golf
Temecula, CA 92592 Yes (909) 676-2405 (951) 676-2405/506-9640
crowe@jcresorts.com
Upland Hills Country Club Upland Hills Dev. $40 5,980 1983 Mike Winn
53. 1231 E. 16th St. Semi-Priv./Publ. & Memb. $60 60,000 David Rainville General Manager
Upland, CA 91784 $2,300 - $6,000 (909) 946-4711 (909) 946-4711/946-1961
www.golfuplandhills.com
Vellano Counry Club Kemper Sports $80-120 6,935 2007 Jim Fitzimmen
54. 2441 Vellano Club Dr. Private N/A Greg Norman GM
Chino Hills, CA 91709 $40,000 (909) 597-2801 (909) 597-2801/597-4451
www.experiencevellano.com
Westin Mission Hills Pete Dye Crse. Troon Golf $140 6,706 1988 Jon Vespar
55. 71-501 Dinah Shore Dr. Resort $160 40,000+ Pete Dye Director of Golf
Rancho Mirage, CA 92270 N/A (760) 328-3198 (760) 328-3198/770-4984
www.westinmissionhillsgolf.com
Whispering Lakes Golf Club City of Ontario $19 6,700 1960 Tim Walsh
56. 2525 Riverside Dr. Public $23 70,000+ Wm. A. Tucker Head PGA Professional
Ontario, CA 91761 N/A (909) 923-3673 (909) 923-3673/923-3691
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“A full/complete fee schedule will
be provided after sign-up.”
•Cast a wide net: When you
begin your search for a new checking account, start broad and refine
as you go. That means you should avoid entering the search process
with any preconceived notions, such as the particular institution
you’ll get your account from, how large of a bank you wish to do
business with, the necessity of in-person banking, etc.
• Supplement with other accounts: A checking account will
enable you to receive direct deposit of your monthly checking
account, automatically pay monthly bills, and benefit from ad hoc
access to cash. You can’t use a checking account for everything,
though. You might therefore want to strategically supplement your
checking account with an attractive savings account and/or credit
card offer in order to make your financial management as efficient
and rewarding as possible.
Methodology
Note: The methodology used for the current study is different from the 2013
methodology and therefore direct comparisons between the scores should not be
made.
In this study, we analyzed checking accounts (as of Aug. 11, 2014) with an
online application component for 25 of the largest U.S. consumer-facing banks
with a retail presence based on total asset volume as reported by the FDIC. Banks
without physical branches (online only) were excluded from the study. Where insti-
tutions offered multiple checking accounts, we reviewed the account with the most
basic features, excluding those accounts that were online-only or provided no phys-
ical-branch services. We gathered the basic information for our report from the
websites of each of the 25 institutions and confirmed the information with each
institution with the exception of Santander Bank. Despite multiple attempts to
obtain verification, this bank did not respond. Scoring of each institution was based
on the methodology below and in some cases involved our subjective judgments.
We scored each of the 25 banks on a 30-point scale and allotted 10 points each
for Visibility of Major Fees on Product Page, Accessibility of Fee Information and
Clarity of Fee Information. Our assessment of checking account disclosures is lim-
ited to fee information only. We did not review the transparency of account terms
and conditions outside of fees. Additionally, though some institutions may disclose
additional information once a consumer signs up for a checking account, for the
purposes of our analysis, we did not include any disclosure information that was
not available to the consumer prior to the application process.
Visibility of Major Fees on Product Page: Are key checking account fees
disclosed up front? – 10 points maximum.
Most people don’t have the time or patience to comb through fee disclosures
to try and compare each fee from several banks. Instead, a more practical approach
is to visit a few websites and compare the most common fees — the ones they are
most likely to encounter on a monthly basis — listed on the product pages.
We reviewed the product selection and product details pages associated with
each checking account to determine whether consumers have access to five key
fees prior to clicking the “Apply Now” button (info disclosed in a different tab was
given full credit as long as the tab was very prevalent at the top of the page). Points
were subtracted for key fees that were charged but not disclosed up front. Banks
were given full credit if there was no charge associated with that fee. We applied
half credit for any key fee listed on a clearly organized 1 to 5 summary disclosure
page or in a footnote, with the exception of the fee for ordering checks, which
received full credit. For example, if the overdraft fee was not listed on the landing
or summary page but was listed on a clearly marked two-page summary of fees
document, one point was awarded.
• 2 points = Monthly fee disclosed up front or free
• 3 points = ATM fees (in-network, out-of-network and international) dis-
closed up front or free
• 2 points = Overdraft fees disclosed up front or free
• 1 point = Online bill pay disclosed up front or free
• 1 point = Paper statement disclosed up front or free
• 1 point = Fee for ordering checks disclosed up front, or
in summary disclosure page, or free
Accessibility of Fee Information: Can the consumer eas-
ily find fee disclosures on the website? – 10 points maximum.
Most banks link to their disclosure pages from the prod-
uct details pages. In some cases, those links were bolded and
located at the middle of the page. In others, the links were in
small print and more difficult for consumers to find.
The Accessibility of Fees category was scored on a 10-
point scale using the following criteria:
• 5 points = Based on the location of the link, within the
product details page, pointing to either the comprehensive
summary fee disclosure or full disclosure
• 5 points = If the link is very prominent
• 3 points = If the link is listed on the side bar to
the left or to the right of the page
• 1 point = If the link is listed in the footnotes of
the page
• 0 points = If the link is not provided on both
the product selection page and product page
• 2 points = If the font size of the link is normal (if less
than 12 pixels, the font was considered small)
• 1 point = If a link to full fee disclosure was provided
(applies only when a comprehensive summary was used for
scoring)
• 1 point = If links go directly to the respective disclosure
(i.e. no subsequent clicks required)
• 1 point = If the summary is labeled as such, in order for
consumers to be aware that there also should be a full disclo-
sure (applies only when summary is used for scoring)
A summary of fees page was considered to be comprehen-
sive if it included the following fees: monthly fee, all ATM
charges (i.e. in-network, out-of-network and international),
overdraft charges (insufficient funds and extended overdraft
included), online bill pay, paper statement and wire transfer
fees. If a portion of these fees was found on the product details
pages, and the remaining fees were included as part of the
summary disclosure, we considered the disclosure provided to
be comprehensive.
Clarity of Fee
*Starting with the 28th of August M&T will be making changes to its product pages and will include a fee schedule on their site, as
such, past the 28th our scoring will no longer be entirely accurate for M&T. Similarly, USAA will be making improvements to their
website.
Checking...
continued from pg. 3
continued on page 32
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EXECUTIVE TIME OUT
Esalen: Slow Down and Increase Productivity
By Christine Rolfe
I am working on an assignment
and my phone rings.  I answer it, of
course.  During the conversation, I
reply to a few emails.  I pause only
to take a few bites of my lunch, tak-
ing care not to chew noisily into the
phone receiver.  Sound like a typi-
cal day at the office?  Well, turn the
phone on mute, push your key pad
away and continue to read.
Meditation and the practice of
mindfulness are good for business.
Just ask Apple, Google, Nike,
Procter & Gamble, Deutsche Bank
and Yahoo.  These are just a few of
the companies that encourage their
employees to incorporate medita-
tion practice into their day, offering
meditation space and classes in the
workplace. To increase concentra-
tion and focus, practice mindful-
ness or meditation.  You will be
more efficient and a little happier
too.  This is the reason I chose to
visit Esalen – to slow down, still the
mind and gain a little happiness.
Pulling into Esalen Institute in my husband’s Hummer, I am
immediately self aware.  The parking lot is full of hybrids.  Esalen is
the land of Prius owners, and here we are barreling in with the
Hummer.  Will I fit in? But wait…now I am making assumptions and
judgments and….sigh.  I resolve to be open minded.  I resolve to
learn. I resolve to explore what Aldous Huxley calls my “human
potential.”  I resolve to slow down, still the mind and gain a little hap-
piness. I get out of the car and hear chimes.  They sound like church
bells and I immediately relax.  
Esalen Institute was established in 1962 by Michael Murphy and
Dick Price. Historical mind masters such as Abraham Maslow,
Joseph Campbell and Allan Watts have gathered here, developing
ideas that transformed and challenged the way of traditional Western
thinking. Esalen continues to weave East/West philosophies and open
minds to new ideas and discoveries. Esalen offers over 500 work-
shops a year, teaching an incredibly wide range of subjects from mas-
sage, writing, meditation, yoga –
even improv classes! Easlen also
offers month-long work study
courses for those who want full
immersion (and have the extra
time).  The work study programs
offer courses on subjects such as
leadership, self-discovery, theater
and compassionate communication.
Many colleges recognize Esalen
programs for continuing education
(CE) credit for psychologists, nurs-
es, bodyworkers, acupuncturists
and more. The strong thread of
Esalen’s teaching is transformation.
My husband and I chose to partici-
pate in Esalen’s Personal Retreat.
The Personal Retreat offered us the
opportunity to participate in the
yoga and movement classes, join
the guided mediations, enjoy the
hot springs, get a massage and
explore the grounds on our own
time. We only had a weekend to
transform, but Esalen is powerful.  I
knew it would deliver.
Once we checked in, we fol-
lowed the chimes out to the front
lawn.  Under the shade of a large
pine tree overlooking the cliffs of
Big Sur sat Maxwell. Maxwell
worked at Esalen 12 years ago and
was currently back to visit. He had
about 30 singing bowls set up on a
blanket and offered to play for
guests. There was no charge, no
request for donation.  It was
Maxwell’s gift back to community.
Esalen has a way of attracting the
Maxwell’s of the world.  The sound
and vibrations generated from the bowls are believed to promote
healing by entraining our brainwaves to synchronize with the reso-
nance of the bowls.  We not only hear the sound with our ears but we
feel the vibration of the sound through our entire body.  I was drawn
to the sound and vibrations of the bowls. Listening to Maxwell play
bathed my body in sound and it felt soothed…like a good massage.
Amazing.
Next we headed to the hot springs.  The roots of Esalen are
grounded in the healing properties of these hot springs.  These same
healing waters have been flowing for centuries providing respite for
Esselen Indians. In the early 1880s, Thomas Slate homesteaded the
property and opened the springs as the first tourist business in Big
Sur. Later in 1910, the land was purchased by Henry Murphy who
intended to open a European-style spa once Highway 1 was complet-
ed.  Construction of the road took 18 years to complete and then
closed with World War II. After the war ended and the highway
reopened, the hot spring baths were
finally opened.  Today people trav-
el from all over just to enjoy the hot
springs, bathing suit or not.
Perched on a rocky ledge just 50
feet above the ocean, the majestic
views and calming sound of the sea
explain the allure. Along with sev-
eral large hot tubs there are private,
white claw foot tubs – the original
tubs from the 1880s.  I poured some
of the eco-friendly soup into the hot
spring water and created my own
continued on page 24
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COMPUTER/TECHNOLOGY 
The Great Smartphone War
By J. Allen Leinberger
For some years now, Apple
and Samsung have clashed on a
scale almost unprecedented in
business history, their legal war
costing more than a billion dol-
lars and spanning four conti-
nents. Beginning with the super-
secret project that created the
iPhone and the late Steve Jobs’
fury when Samsung—an Apple
supplier!—brought out a shock-
ingly similar device. Now
reporters are saying that Apple
might win the battles but still
lose the war.
The most recent battles
began in 2010 when Samsung
launched the Galaxy S, a new
entry into the smartphone mar-
ket. Apple had snagged one ear-
lier overseas and gave it to the
iPhone team at its Cupertino,
California, headquarters. The
designers studied it and decided
that the Galaxy S was pure pira-
cy. The overall appearance of
the phone, the screen, the icons,
even the box looked the same as
the iPhone’s. Patented features
such as “rubber-banding,” in
which a screen image bounces
slightly when a user tries to
scroll past the bottom, were
identical. Same with “pinch to
zoom,” which allows users to
manipulate image size by pinch-
ing the thumb and forefinger
together on the screen. And so
on.
Steve Jobs, it is reported was
furious. His teams had toiled for
years creating a breakthrough
phone, and now, Jobs fumed, a
competitor—an Apple supplier
no less!—had stolen the design
and many features. Jobs and
Tim Cook, his chief operating
officer, had spoken with
Samsung President Jay Y. Lee in
July of that year to express their
concern about the similarities of
the two phones but received no
satisfactory response.
At a meeting in South
Korea, Chip Lutton, then
Apple’s associate general coun-
sel for intellectual property,
announced, “Galaxy copied the
iPhone.”   “What do you mean,
copied?” Samsung’s people
responded.
“Exactly what I said,”
Lutton insisted. “You copied the
iPhone. The similarities are
completely beyond the possibil-
ity of coincidence.”
Samsung stood their ground
“How dare you say that,” they
snapped. “How dare you accuse
us of that! We’ve been building
cell phones forever. We have our
own patents, and Apple is prob-
ably violating some of those.”
The message was clear. If
continued on page 25
